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HERE are two ingredients to the success of the 


central station commercial man—theory ard 











practice. Work plus study, inevitably leads to 








success just as laziness and self-satisfaction lead 
to the scrap-heap of oblivion. 
Work, alone, is not enough. Education is essential—but by 
education is not meant the acquisition of miscellaneous and 
more or less useless facts, but a conception of the theory 
and an understanding of the current history of business. 
Your business is selling electricity. SELLING ELEC- 
TRICITY alone gives you the theory and the current 








history of that business. 























: A \_—_\ Look for This 
\ Terec Den, Trademark 
KINSMAN DESK LAMP & PORTABLES 


Send for Booklet full of 
LIGHTING SPECIALTIES 


MCLEOD, WARD & CO. 
25 THAMES ST., NEW YORK, N. Y. 


\ H. P. White Co., Philadelphia, Pa. 
AGENTS Thos G. Grier Cc Yes Chicago, Ill. 
McKenney & Waterbury Co., Boston, Mass 

















NOVELTIES 
Catalog of 200 Free. If its Electric we have it. Big Catalog 4c: 
| OHIO ELECTRIC WORKS, Cleveland, Ohio 
The World's Headquarters for Dynamos, Motors, Fans, Toys, 
Batteries, Belts, Bells, Lamps, Books 
We Undersell All 


| ELECTRIC trtertones 


Want Agents 











Many Experienced | 


Contract Agents 
Power io xperts 


and Solicitors have been 
thrown out of work 
through the recent general 
cutting down of forces. 

Conditions are improving and_ they 
will not long be idle. 

Have you a vacancy on 
vour statf ? ?? 


rE $0. “WRITE 


Commercial Exchange 
54-56 CLINTON STREET 
NEWARK, N. J. 




















American Electrical Heater Co. 
Detroit, Mich. 

Gentlemen: — After four years’ constant 
use, I can honorably recommend the AMERI- 
CAN iron as being absolutely satisfactory. 
Through my influence several friends recently 
purchased electric irons, but the lighting com- 
pany supplied another make. These were not 
satisfactory for many reasons, and my friends 
returned them ‘They have since purchased 
AMERICANS from you and are now as well 
pleased as I am. 


Yours truly, 





Read This Lee 


This letter, a copy of which we will 
supply to anyone interested, shows what 
the users of American Steel-Clad Irons 


think of them. 


It’s the woman who uses the iron that you 
are catering to—not some favored man- 
ufacturer. American Irons are commerci- 
ally the best irons. When you sell one to 
a customer it stays sold—no burn-outs, 
no repairs. 








Sulletin S contains proof, not argument. 








American Electrical Heater Co. 
DETROIT, MICH. 
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Special Advantages 
** Federal Electric 
Signs 


Make them more desirable to your 
customers and assure increased sale 
of your current. It will pay any 
Central Station well to get 
acquainted with our interchange- 
able signs—furnished free to your 
customers. 


Federal Electric Company 


52 North Desplaines Street 
Chicago 


| + 


See our exhibit at the Electrial Show, 





Chicago, January 13-25, 1908. 


+ 
Eastern Agency 


Federal Sign System (Electric) 
317 West 42d Street, New York 
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EPARTMENT stores make from 75 to 125 per cent. on the 
sale of Unique Art Glass Dining Room Domes and Portables, 

Your opportunities to sell our goods are much greater than those 
of the department store, You are in direct touch with every 
possible buyer in your city. Your display room, your list of 


customers on circuit and your solicitors are the key to the 
situation. 
































We make the largest line of Unique Art Glass Portable Shades 
and Domes of any company in this country. Our goods are all 
unique, distinctive and beautiful. 


GET OUR PRICES AND CATALOGUE. 


Unique Art Glass & Metal Co. 


BROOKLYN, N. Y. 
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Coceend! is only for 
the weak. lo the man 
of courage it is but Oppor- 


tunity—the opportunity to 
show the stuff of which he 


is made. 
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BACK TO EARTH 


HERE is a feeling, more prevalent than might have been hoped—a feeling of 

T sheepishness over our recent panicky actions. Serious as have been the financial 

disturbances of the past few weeks, we realize now that the upheaval was one 

part real and four parts fright. We are all just a bit ashamed of ourselves——as if we had 

taken to our heels at the sight of a ghost which our overwrought imaginations had conjured 
out of thin air. 


It is not contended that the whole trouble was causeless panic, for there was—and is 
—an all too solid foundation for unrest. Without doubt, the financial system needs over- 
hauling. Nobody denies that there is urgent need of housecleaning among those financiers 
who are characterized as "high." And much as it may pain us as individuals—much as 
we may hope that we are exceptions to the general rule—we have to face the problem of 
wiping out fictitious fortunes, of squeezing out water, of eliminating paper values. 


And then—— back to work. 


If the hard times we feared are not to become a reality, our efforts to retain present 
business and increase that of the future must be redoubled. 


BQAacy 


The central station Commercial Department is under test. Is it a fair weather pro- 
ducer, good only in times of abundance, built up at great expense to shrivel into miserable 
inefficiency at the first chill blast of opposition? Or is it a real and integral part of the 
modern central station organization, to be depended upon to bear its full share of work and 
responsibility in times of stress > 
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So far, the Commercial Department seems to have suffered a bad set-back. From 
all directions we hear of solicitors, contract agents and advertising men being let out. 
Advertising and bulletins are discontinued; follow-up systems abandoned; newspaper 
advertising contracts cancelled. The opportunity has not been granted to the business 
i} getter to prove his value. He has been cut off without fair trial, as an extravagance. 
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\| that the brunt of the battle falls. It is the salesman who, by word of mouth, helps to 
. restore confidence. It is the advertising man who, by circulars and personal letters, holds 


j 

. 

/ 

{ . . . . . . 

| Yet in other lines of industry, when depression threatens, it is upon the sales force 
| the trade in line, quiets the fears of the impressionable and prevents great losses of business. 
| 


And it should be in the central station field. 





In many localities, the gas companies are taking shrewd advantage of the panic of 
their electric competitors. "Economize by using gas," is their slogan, and everywhere it 
succeeds in reducing the central station revenue. 

| Are we to accept this as inevitable ? Surely we cannot forestall such inroads by passive 
i idleness. We cannot afford to lose desirable business through lack of men to hold it, yet 
i] that is just what too many central central stations have done. They have cut off as 
| an extravagance their revenue producers. They have resigned to competitors the business 
i which means most in profits. 
| 
1 
! 
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| But the tide is turning. We are all getting back to earth. Commercial Departments 
1 are being re-established——not on the loose, happy-go-lucky basis of prosperity, but upon a 
| sane and sure footing. Advertising will be resumed,—not extravagantly or foolishly as in 
| the past, but with cold conservatism which will stamp these expenditures as sound invest- 
| 


ments instead of wild gambles. 


We are all just a bit ashamed of ourselves and our actions these past weeks——ashamed 
of our panic, and ashamed at having been caught unprepared. 


But we are "back to earth." 


BQAacy 


A SET-BACK 











As if we did not already have troubles enough, 
the printers have taken this auspicious time to 
declare strike. The delay in this, the November 
issue, is already so great that we are making a 
combination number of it and will date our next 
issue January. Subscriptions will be continued an 


extra month. 
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INFORMAL TALKS ON THE BIG "LITTLE THINGS" THAT DAILY PERPLEX THE 
CENTRAL STATION MANAGERS 


BY PAUL LUPKE 


SETTING THE METER 
IRST impressions stay with a man 
a good while and if a first im- 
pression is bad, it is hard to 
overcome. The whole future dealings 
of the company with a new consumer are 
affected by the treatment he receives at 
the start, and, as the man who sets the 
meter is generally the first representative 
of the company to enter the customer’s 
premises for the purpose of carrying out 
the company’s part of the contract, his 
work and behavior should create a fa- 
vorable impression. 

In the selection of his metermen a 
manager has good reason to be extremely 
careful. Not only must the meterman 
be a mechanic skillful enough to do his 
work with neatness, but his personal 
appearance must be such as not to create 
offence and he must to some extent be a 
diplomat, for he is bound now and then 
to run up against particular and, in 
some instances, unreasonable people. 

A man’s house is his wife’s castle, and 
when you have your representative enter 
it on business see to it that they behave 
accordingly. 


THE WASTE BASKET 
EING an expert has been defined 
as “having a clerk who knows 
where to find the thing. 


’ 


’ There is 
about as much real worth in this as is 
generally contained in such grotesque 
overstatements, enough at any rate to 
save it from being utterly ridiculous. If 
we were all able to maintain a clerk of 
the peculiar qualifications mentioned, we 
could all to some degree be experts in 
our line; but, alas, for some reason this 
kind of clerk is a rarity indeed. The 
cause of this scarcity of supply, however, 
lies not so much in the quality of the 
material of which clerks are made, as it 
does in the manner and shape in which 
the things to be found come to us. 

After the foundations of our educa- 
tion have been properly laid, we depend 
largely upon current technical and trade 
literature to keep us up to date. 

Now, you know very well when you 
write to the editor it must be on one 
thing at a time and on one side of the 
paper only, or else your contribution is 
unceremoniously consigned to the waste- 
basket. Yet what the editor sends out 
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is an inextricable tangle, making it im- 
possible to separate the various informa- 
tion in such a way that it can be con- 
signed to a place where the clerk can 
find the thing. Small wonder then that 
the majority of readers, after the casual 
glance that the exigencies of the moment 
permit, return the Editor’s compliment 
and dump the whole mess into the waste- 
basket. Verily, many a liberal educa- 
tion is swept out by the janitor. 

It is true, disjointed and spasmodic ef- 
forts are being made by leading manu- 
facturers, and in other quarters also, to 
send out trade publications arranged for 
ready and consistent filing under proper 
classification, but still the vast majority 
of all this material comes to one in a con- 
dition fit only to be swallowed up by the 
ever open maw of that article of office 
furniture first above mentioned. 

It would appear that here is a won- 
derful chance for a thorough application 
of the just now so fashionable principle 
of co-operation. 

Suppose the representative national 
associations of the electrical industry 
could be prevailed upon to create a joint 
index committee for the purpose of for- 
mulating a comprehensive standard in- 
dex, covering the field broadly and ca- 
pable of unlimited expansion; suppose 
further the manufacturers agreed to is- 
sue their manifold trade publications ac- 
cording to the ‘National Standard”— 
uniform in size, identically arranged as 
to method of filing or binding and prop- 
erly dated and marked with the correct 
index marking of the “National Index 
Committee.” Then it would be. possi- 
ble for you, after casually looking over 
it, when the matter arrives, to turn it 
over to any old clerk having a bump of 
order fairly well developed, and rest rea- 
sonably assured that he, or anybody else, 


or even you, can find the thing when it 
is wanted, and there and then be an 
expert. 

Again, suppose that the technical or 
trade journal upon which you depend to 
keep you alive to your opportunities came 
to you in such a shape that after a pre- 
liminary reading you could turn it over 
to your clerk to be taken apart and the 
articles worth while filed under that 
same ‘“‘National Standard” system, how 
much more would you be willing to pay 
for it?” 

Impracticable? Visionary? Well, 
perhaps. But still I may have the chance 
of coming back with “I told you so.” 

Let’s wait and see. 


SAMPLES OF MANIFESTATIONS OF 
PUBLIC SPIRIT 
No. 1. 

(Letter Received by the Editor.) 
Dear Sir:— 

Last night the electric light at the 
corner of 19th and street was 
not burning. 

When I came home from the city 
Mrs. ———— told me that during the 
windstorm yesterday morning a broken 
branch smashed the globe. She watched 
all day to see if the company would send 
men to repair the lamp, but nobody 
came, in consequence of which the cor- 
ner was left in total darkness last night. 

Is it not about time the press and 
public united in an effort to bring this 
negligent and oppressive monopoly to 
terms and compel it to return fair serv- 
ice for the privileges it enjoys? Here 
we are, left entirely unprotected from 
thieves and night prowlers who thrive 
in darkness. 

I think it is your duty to start one of 
your forceful campaigns and compel 
this arrogant company to realize that it 
cannot go on forever running things to 
suit its own sweet will. 

Very truly yours, 
INDIGNANT. 
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No. 2. 

(Letter Received by the Politician.) 
Dear Tim:— 

Why, do you think, we elected you 
councilman of this ward if you are not 
willing to look after the interests of 
your constituents? 

When the baby started to cry last 
night and I got up, the room was in 
total darkness. I actually had to light 
the gas, a thing I have not had to do in 
years. ‘The street lamp on the corner, 
which always lights up the room enough 
to see by, was out. 

What has become of that municipal 
ownership agitation you fellows started ? 
Isn’t it about time somebody made a 
move? I’m sure if the city owned its 
lighting plant the citizens would not be 
subjected to such petty annoyances. 

Wake up or else we will get after you 
next election. Yours truly, 

ONE OF THE FAITHFUL. 
No. 3. 
(Postal Received by Company.) 
Electrict lite company 

Gentlemen—The electrict lite on 19th 
street was out last nite and made it 
turble dark. 

Will you please have it looked after 
and O’bligue 

the neberens on 19th street. 

ee & 6 


Take your choice. 


HASH 
Don’t all take my advice, said the 
fool, for it would be very monotonous 
to have nobody left to offer it to. 


Times are ripe for a square deal, but, 
to make it go, it must be square all 
around. 

“That fellow has great luck” might 
be materially improved by prefixing a 
“py” to the last word. 

Things other women have are wom- 


en’s greatest worry. 


(Note: It’s well to remember that when you are 
selling Flatirons). 


The degree of moderation with which 
you employ an opportunity to take ad- 
vantage of your rival measures your 
true worth. 

It is not the money you save but what 
you get for the money you spend that 
counts. 

When a man is down few of us can 
refrain from turning his worst side up. 

If money lenders charged the same 
rate of interest we exact for good deeds 
they would all be in jail. 

Ignorance and power combined form 
the most potent agency for mischief. If 
power rightfully belongs to the majority 
it is our solemn duty to deprive it of 
ignorance. 

Don’t be afraid of what you don’t 
know; ask the man. 

It is not the work a man does but the 
work he leaves undone that kills him. 

The less authority a man has, the 
more he likes to parade it. 








You impress a prospect by your manner of saying a thing, as well 
as by the substance of what you say. 

There’s reason in all things—sometimes, even in a customer’s 
perverseness. Instead of cursing the crank, find the cause of his 
crankiness and prescribe a remedy. 

Every minute devoted to improving the quality of your selling 


talk will save hours of labor in getting orders.—Salesmanship. 





































BUTTE, A WELL-LIGHTED CITY 


EDUCATING AGENTS, ELECTRIC SIGNS, HOUSE WIRING, AND ADVERTISING, AS 
CONDUCTED IN THE BIG MINING CAMP 


BY A. VON DACHENHAUSEN 


Manager, Commercial Department, Butte Electric and Power Company and 
Butte Gas Light and Fuel Company 


T is difficult for the reader to get an 
adequate conception of our business 
getting methods, unless he is con- 

versant with the conditions existing in 
our working field. A few years ago 
Butte was a mining camp, with a popu- 
lation of 15,000; it is now a commercial 
center, drawing much of its trade from 
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the surrounding country, which is 
rapidly increasing its population from 
the large army of home-seekers con- 
stantly traveling westward. With its 
immediate environments, Butte now has 


a population of nearly 100,000. It is 
no exaggeration to say that when two 


years ago the Butte Electric & Power 
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ButteJElectric Company's Solicitorsfin Session. 


Company inaugurated a commercial de- 
partment, it was but keeping step with 
the city’s march of progress, then and 
now an inevitable progress, because of 
the natural location as a supply center, 
and by reason of almost untouched de- 
posits of copper stored in the hills upon 
which Butte is built. 
EDUCATING AGENTS 

At the inception of this commercial 
department there was but one outlined 
sign, no grooved letter signs, and but a 
few isolated examples of outline dis- 





plays in this city. Outside illumination 
consisted of a few arc lamps hung over 
the entrances of business houses. As a 
comparison, in the year 1906, the com- 
pany’s increased revenue from sign, out- 
line and window lighting, aggregated 
$30,000. 

This increase of business was the re- 
sult of personal solicitation, backed by 
an efficient service and a campaign of 
systematic advertising. “The matter of 
educating our agents in all that pertains 
to the lighting business, as well as in 
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the means to be employed in overcoming 
obstacles that arise in the process of 
“landing” the elusive prospect, is with us 
an important factor. So, we give to our 
agents this education through morning 
meetings. At these meetings, which 
take place from eight to nine o’clock, pa- 
pers are read pertaining to the technical 
side of the business, and open discussions 
carried on in which are related the suc- 
cess and failures of each worker during 
the previous day’s canvass. Where one 
has met with a rebuff in closing a pros- 
pective consumer the failure becomes 
the concern of all, and ideas are ad- 
vanced as to the proper course neces- 
sary to “close” this prospect. Mock 
sales are often held, wherein one will 
assume the position of an obstinate buyer 
and another exhibit his method of induc- 
ing a sale. In this way we present each 
solicitor with ideas that were often for- 
eign to him, and he is given a practical 
exemplification of methods which cannot 
help but benefit him at one time or an- 
other. 

With a clean personal ability and will- 
ingness upon the part of the agent, we 
believe this method will develop the best 
there is in him, and as a consequence, get 
new business for us. 

ELECTRIC SIGNS 

The ownership of an electric sign is, 
in our judgment, sufficient reason for 
keeping it in operation. ‘To this end we 
require each consumer to pay the cost of 
sign f. o. b. factory, we defraying all 
other necessary expenses, including the 
freight, hanging, wiring and the first 
installation of lamps, making the amount 
the company assumes about equal that 
paid by the consumer. In return for 
our investment in this portion of the 
expense, we require the consumer to en- 
ter into a two year contract. When the 





HAVE YOUR HOME 
WIRED FOR 


ELECTRIC 
LIGHTS 


As the long winter nights approach the danger of fire is greater 
if you are burning a coal oil lamp 


Electric Lights 


Never cast an annoying shadow upon the book as dees a flicker- 
ing lamp light. 


Electric Lights 


Are confined in an air-tight bulb and will noz vitiate the air, as 
does a light from an open flame. 


Electric Lights 


Need no wick trimming, no lamp filling. They are healthful, 
clean and safe Light when you touch the button. 


Electric Lights 


Considering the time they save, are far cheaper than other lights. 
They save landlords dollars in house papering, because they do 
not ‘‘soot the walls.’ 


Electric Lights 


Are so appreciated by tenants that they remain in one rented 
house where there is electricity rather than move to one where it 
is not, and vice versa 


Wiring Costs but Little 
Call and See Us 


BUTTE ELECTRIC 
AND POWER CO. 


101 East Broadway 


























consumer in addition agrees to paint his 
sign yearly, we make a weekly inspec- 
tion of signs, renewing all inefficient 
lamps. 
HOUSE WIRING 

As this company owns both the elec- 
tric and gas plants, it becomes necessary 
to devote the major portion of the sum- 
mer months to the sale of gas appliances, 
gas being used in only rare instances as 
an illuminant. It will be seen from this 
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rs 
Light 


“Light is the first of painters. There is 
no object so foul that intense light will not 
make it beautiful.” —Emerson. 


Plenty of 
Light, Yes 


But the right Kind of light. A light that 
will not vitiate the air, a light that will cast 
no annoying shadow upon the page you 
are reading. A light that will not cover 
with soot the walls of your home. That 
light is 


Electric 
Light 


As the long winter evenings approach it 
is a satisfaction to Know that by the touch 
of a button you may have bright electric 
light, closely resembling the light of day. 
If your home is not wired the time is NOW 
to have it done. We will gladly furnish esti- 
mates upon your request. 


Butte Electric & 
Power Co. 


101 East Broadway 





Ce emer re corre 


that but fifty per cent. of the endeavor 
of the commercial department is devoted 
to the sale of electricity. We take 
house wiring contracts at a stipulated 
price agreed upon by ourselves and the 
electric contractors. These contracts 
are payable to us in small installments 
if consumer so desires. The wiring is 
turned over to the contractors, whose 
only responsibility is to execute the 
work acording to the electrical code of 
the fire underwriters. The benefit is 
mutual. We eliminate any chance of 
excessive charges, and the contractors 
secure at a reasonable figure all of the 
wiring there is to be done. This has 
engendered a feeling of good will to- 





ward the company, upon the part of the 
contractors, from which has resulted 
much new business. 

ADVERTISING 

We have evolved no new “scheme’’ of 
advertising electricity, but adhere 
strictly to those methods of publicity 
which experience has proven to be most 
successful. A conservative use of space 
in the daily papers, the publication of a 
bulletin each month, a talking sign, and 
an electric display and sign in front of 
our own offices are the advertising 
mediums employed. 

In the preparation of the copy for our 
newspaper space and bulletin we are 
most particular. We consider that the 
public are not as conversant with am- 
peres, watts and the technical terms of 
the business as ourselves, and try to 
word our advertisements in plain, un- 
derstandable English. Long, complex 
and compound sentences are eschewed, 
and not infrequently it is found advis- 
able to use localisms that are not the 
best English, but become popular 
through usage. In other words, we 
never talk above the moderately edu- 
cated man, but rather as he would talk 
to us. Copy with “reasons why”’ is the 
only kind we use. If we say “Wire 
Your Home For Electric Light” there is 
in the advertisement reasons why it 
should be done 





reasons that are truth- 
ful ones, for we never under-estimate 
the reasoning power of the public. We 
tell them only that which we ourselves 
would believe, should we read it. No 
glittering promises are made, and gen- 
eralities are avoided. As an illustration, 
in advertising an electric sign, we pic- 
ture one of prominence that is in opera- 
tion, saying, “Here is the sign of John- 
son. Johnson is a progressive citizen 
because he helps to keep the city’s streets 
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well lighted. Johnson is a conservative 
man for besides having his store front 
well illuminated from this electric sign, 
he is advertising the name of Johnson. 
The public mind will receive and retain 
impressions better after the day’s work 
than at other time. Therefore, 
Johnson advertises at the psychological 


moment. 


any 


Here is Johnson’s sign illus- 
trated—can you shut your eyes and for- 
get the name of Johnson? If you can- 
not, could others shut their eyes and 
forget your name if you had an electric 
sign?” 

Here are “reasons why,” and if the 
reader can intelligently refute them, our 
advertising will not and should not bear 
fruit. Our copy is prepared in our own 
city, for being of a semi-personal nature, 
we believe it should be written by one 
having an intimate knowledge of who 
and what he is talking about, and, just 
as important, who he is talking to. 


Our advertising campaign which was 


launched two years ago (none having 
been done prior to that time) has more 
than paid for itself. 


This we ascertain 
by keying our advertising by the sales 
on electric irons. We have never so- 
licited trade on electric irons and have 
their sale except 

Our bulletin, of 
which we issue 7,500 copies, always con- 
tains reasons why the housewife should 
use an electric iron. ‘This we distribute 
from the first to the tenth of the month, 
and our sales are greater at his time than 
at any other time of the month. We 
have sold 24 irons in one day during the 
time the bulletin was being distributed. 
The profit on electric irons for 


never encouraged 


through advertising. 


last 
month (being a small amount on each 
iron) was sufficient to defray the expense 
of producing our bulletin, therefore, we 





Going Like Magic 
1000 Electric Irons 


HEN we received a shipment of 1,000 electric wons # did 
seem like a good many, but they are going at such a rapid 
rate that we are confident they will no more than supply the. 

demand. The very close frice we offer on this iron—the easy terms 
of payment we make to those who buy—our guarantee to keep the iron 
in répair for a period of one year from date of purchase and the better 
efficiency of this iron have much to do with the big daily sales we are 





Inverted — Up 
Ready to Cook Ready to Iros 


Think of buying an iron like the one illustrated—heats water or 
irons clothes—having it kept in repair for the period of a year and 
paying for it at the rate of a dollar a month for four months, making 
the total cost of the iron only 


$4.00 


BUY YOUR IRON NOW 
KEEP COOL DURING THE HOT DAYS 


Butte Electric G Power Co. 


101 East Broadway 

















believe that our business has proportion- 
ately increased in other lines because of 
our advertising. 

We employ all four of the daily pa- 
pers for obvious reasons, our total ex- 
penditure being for 7,000 inches to be 
used during the year, at an average cost 
All of our con- 
We use the 
Sunday editions for large ads, and week 
day papers for smaller space every other 
day, alternating days with the different 
papers. 


of 35 cents an inch. 
tracts are for open space. 


We do not place ads in opera house 
programs, church announcements, etc., 
but as a matter of policy donate current 
to worthy charitable affairs. Our ad- 
vertising pays for itself in direct results, 
and fosters good will for our company, 
and then there are cumulative results 
that must follow and are not to be esti- 
mated. 
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CHARITY THAT PAYS 


A COMBINATION GAS-ELECTRIC COMPANY SCORES SUCCESS BY UNIQUE PLANS 


BY LUDWIG KEMPER 
Manager Albert Lea Light and Power Company, Albert Lea, Minn. 












UR company is a 
combination gas 
and electric com- 

pany, and our selling prob- 

lems are therefore some- 
what different from that of 
most of the readers of this 
paper. One plan which 
we worked mainly for the 





gas end of our business, but 
which can be worked 
equally as well for the elec- 
tric end of it, gave excellent 
results at a small cost; as a 
matter of fact, better re- 


Ludwig Kemper. 


sults than any other scheme 
ever worked in our town. 

Early in April we wrote personal let- 
ters to every minister in Albert Lea, of- 
fering the use of our display room on 
the last three Saturdays of each month 
during April, May, June, July, August 
and September, for baking purposes by 
the ladies of the different church so- 
cieties. “The idea was to have these so- 
cieties bake cake, bread and other delica- 
cies and sell them for the benefit of the 
churches. 

We furnished the gas free of charge 
and gave each society $7.00 in cash with 
which to buy materials. Local mer- 
chants donated flour, flavoring extracts, 
sugar, etc., so that all expenses were 
taken away and the results of the work 
remained as a clear profit for the church 
funds. 





We furthermore allowed 
10 per cent. commission to 
the churches upon all sales 
ot appliances made in our 
display room during those 
days. 

To stimulate interest in 
these combination demon- 


strations and church fairs 





we ran voting contests in 
connection with the sales. 
With every 10 cent pur- 
chase of baked goods the 
purchaser was entitled to 
one vote, and the church 
securing the largest number 
of votes at the end of the six months re- 
ceived its electric light free of charge 
during the month of October. 

Our offer was accepted at once and 
the whole town started planning for 
those baking days, every church work- 
ing to beat the others at the voting 
contest. 

The town being of only about 6,500 
inhabitants, this rivalry was exceedingly 
keen, apparently everybody being inter- 
ested. No political campaign was ever 
so heartily fought. The slogan of each 
church was “Get the voters to the polls,” 
and as each vote meant a ten cent pur- 
chase, the receipts of the sales were 
remarkable. 

On the baking days we had special 
displays of small electric appliances, flat 
irons, reading lamps, and also gas appli- 
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Office and Display Room, Albert Lea.'§ 


ances. We, of course, had plenty of 
fans in our room, and kept everything 
in first-class shape. We were compelled 
after the first week to get ready for the 
crowd the previous day, and the baking 
would frequently start as early as 7 
A. M. The interest in this matter kept 
right up during the entire six months. 
About 9,000 people visited our display 


room and we 


during the campaign, 
made many sales of appliances, besides 
securing a large number of prospects, 
which eventually resulted in new busi- 
ness. 


Besides indi- 


cated in appliance sales and the securing 


immediate results, as 


of many new customers, the plan brought 
us the good will of many people who 


before that were not any too friendly. 


This good will continues, and even yet 
the different societies are still voting 
resolutions of thanks for the financial 
benefit they received from their sales. 
These sales amounted to about $40 per 


day—a very tidy sum for a small church 
to secure. 

This scheme, of course, will work bet- 
ter in a small town than in a larger one, 
but it should be equally successful for 
cooking and baking with electricity as 
for cooking with gas. It gets a large 
number of people intimately and practi- 
cally acquainted with the advantages of 
gas and electricity, and there are few 
ladies who can resist buying appliances 
after they have worked with them and 
found out their convenience and labor- 
saving qualities. 

I am thoroughly convinced that a plan 
of this kind can successfully be run in 
every town, with such modifications, of 
course, as may be necessary on account 
of local conditions. Whatever you do, 
be sure to have some contest connected 
with the sales, because this is what stim- 
ulates interest, gets the ladies out for 
work, and induces the men and boys to 
blow their money on the cakes and con- 
fections. 





Displayed. 
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FLAT-IRON 


RECORD 


THE SALT LAKE CITY COMPANY PLACES 1,500 IRONS IN ONE SUMMER—98 2-3 
PER CENT. OF THOSE LOANED ON THE FREE TRIAL PLAN 
ARE RETAINED BY CUSTOMERS 


BY JOHN MONTGOMERY, Jr. 
Contract Agent, Utah Light and Railway Company 


OME time ago our attention was 
called to an article in one of the 
trade papers on the subject of the 

electric flat-iron as a revenue producer, 
and we were so favorably impressed with 
the suggestions made for the solving of 
the problem of building up a day load, 
that we decided to try the experiment of 
loaning electric flatirons to our regular 
customers. Accordingly, a recommenda- 
tion to this effect was made to our board 
of directors, which recommendation was 
acted upon favorably and on June Ist, 
1907, an order was placed for 1,000 six- 
pound irons. 

order 


Immediately after the 


was 


placed, we commenced advertising the 
irons extensively among our customers, 
so that on June 19th, when the first 
consignment reached us from the fac- 
tory, we at once began placing them 
among our customers. In less than sixty 
days we had sold the entire thousand and 
a second order was placed for an addi- 
tional 500, which have since been sold 
out and a third order placed for 500 
more. 


NO COMPLAINTS OF INCREASED 
CONSUMPTION 


We are keeping careful note of the 
results and so far have received no com- 


























oss So 


= — 











18 





SELLING ELECTRICITY 









plaints on account of the additional ex- 
pense incurred in the operation of the 
irons. While we have compiled no data 
showing the additional revenue pro- 
duced by reason of the installing of these 
irons, a conservative estimate, we think, 
will be approximately forty cents per 
iron per month, equal to $4.80 annually. 
In addition to the actual revenue derived 
from their use, we find that the irons 
are doing much to popularize the use of 
electricity and increased inquiry for 
other electric appliances has resulted. 
The irons are operated almost  exclu- 
sively in the day time, the current being 
sold at lighting rates, and their use en- 
tailed no additional expense or invest- 
ment to the company for station capac- 


ity, lines, transformers or meters. 


A GREAT INCREASE IN REVENUE 


An income of $4.80 per annum from 
each iron in use, without any expense 
or outlay, other than the original in- 
vestment in the iron itself, is too good 
a proposition for any company to over- 
look. It means almost $7,500 a year 
gross to us, with 1,500 irons on circuit. 

The first thing we did in undertaking 
the campaign was to make a thorough 
test of different makes of irons on the 
market before making a selection. We 
finally adopted the one which we con- 
sidered most efficient and guaranteeing 
the least trouble to us and the best of 
service to our customers. How for- 
tunate we were in this selection is best 
evidenced, we think, from the fact that 
of the 1,500 irons placed by us during 
the period mentioned, fully 80 per cent. 
were paid for within ten days after due 
date, and of the total number of irons 
loaned only twenty have been returned 
at the expiration of the loan period. 


HELPED BY ADVERTISING 

‘Lhe demand for these irons, even 
after the hot months have passed, is 
steady. In fact, after the proposition 
was properly started by means of news- 
paper, circular and other advertising, the 
demand was greater than the supply, 
and it is now confidently expected that 
within twelve months from the date the 
loaning commenced the company will 
have 5,000 irons in use in the homes 
of its customers in this city. 


THE THIRTY-DAY FREE TRIAL PLAN 

Our method of loaning the irons is 
very simple. We loan the irons to our 
customers on thirty days’ free trial. The 
trial is open to any customer of the 
company who is a property owner or 
who has made a meter deposit with us. 
A customer whose light account is guar- 
anteed by his landlord must secure the 
same guarantee to obtain the loan of an 
iron on trial or pay cash. 

The company uses a form entitled 
‘“Loaning Agreement.” This is a request 
from the consumer for the loan of the 
iron for thirty days’ free trial and an 
agreement to either return the iron to 
the company’s office within the time 
specified or to pay therefor the purchase 
price—$4.00. This price gives us a 
small profit on each iron and covers the 
expense of advertising and delivery. The 
form also provides for a description of 
the iron, giving the weight and factory 
number. Further, the subscriber agrees 
to regularly use the iron during trial and 
to be responsible for it while in his pos- 
session. 

The thirty days’ trial offer of the 
company has been much appreciated by 
the public and has been a great factor 
in increasing the demand for, and in 
advertising the iron. 
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SMALL TOWN FLATIRON CAMPAIGN 





HOW 25 PER CENT. OF THE CUSTOMERS OF THE ROCKLAND LIGHT AND POWER 
COMPANY WERE INDUCED TO IRON BY ELECTRICITY 





OR a small suburban company, 
having a total of only 1,200 cus- 
tomers to put in service 300 elec- 

tric flatirons in one season is an achieve- 

ment worth taking note of. ‘This is the 
tale of the Rockland Light and Power 

Company, of Nyack, Haverstraw, 

Orangeburg, Spring Valley, Nanuet, 

Sparkill, Piermont, ‘lappan, Closter, 

Cresskill, and eight other small towns in 

southeastern New York and northern 

New Jersey. But though the company’s 

lighting service extends to these eighteen 

little towns, and its pole lines stretch 
nearly 200 miles, the efforts made and 
the gratifying results accomplished in 
this fatiron campaign were for the most 
part within the immediate vicinity of 

Nyack, N. Y., where the company’s 

main office is situated. 

As a first step in the undertaking a 
demonstrator from one of the heating 
appliance manufacturers was employed. 
She worked with the local solicitor of 
the company for one month, driving 
about to the homes of those of the com- 
pany’s customers who had expressed a 
willingness to see what an electric flat- 
iron looked like and to be instructed in 
its use. Preliminary to her coming, of 
course, a circular letter had been sent 
out to all the lighting customers in the 
field to be covered, and a small advertise- 
ment had been printed in the local pa- 
pers. ‘The result of this single month’s 
work was that about 200 irons were 
placed on 30 days’ trial, and at the end 
of the trial period less than half a dozen 
out of the whole 200 were returned— 





and those came back because the people 
with whom they had been place 1 had all 
their laundry work done outside their 
homes. Wherever the women of the 
household had any ironing to do they 
were so well pleased with the electric 
ixons that they were glad to keep them. 
Current for the irons is charged for at 
the regular lighting rates, and the com- 
pany has had no complaints on the score 
of the cost of using them. 

The first month’s endeavor was so 
successful that there was nothing to do 
but keep right on talking and showing 
electric flatirons to all residence light- 
ing customers. By doing so some 300 
irons had been placed in service by the 
end of the season, and the company is 
still selling flatirons right along. Now 
every man in the company’s employ who 
sets a meter takes an electric flatiron 
with him and leaves it on trial. ‘The 
majority of the irons so placed stay. The 
manager of the company reported that 
so far he has had very little trouble in 
the matter of maintenance and repairs. 

Indeed, so gratifying was the scheme 
in its successful working out that it was 
thought advisable to follow it up and 
see what could be done in the same 
territory in the way of introducing other 
electric heating appliances. It was de- 
cided to take up the electrical kitchen 
outfit and push the use of current for 
cooking. But the summer was so late 
in coming that the campaign was not 
started as soon as had been intended and 
the present season was not the most pro 
pitious tor this kind of campaign. How- 
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ever, in ratio to the expenditure of time 
and effort, the company is satisfied with 
the result—for the short and tentative 
campaign has not been without result, 
and the foundation has been laid for a 
more energetic canvass with the best of 
prospects next summer. 

A circular letter was sent to the resi- 
dence lighting customers calling their at- 
tention to the desirability of using a com- 
plete electrical kitchen outfit for sum- 
mer housekeeping. In this it was said: 
‘These equipments are no experiment, 
having been in use for several years, but 
last year to determine the expense on 
this method of cooking we installed a 





Cooking 
by Electricity 


In the kitchen a set of these appli- 
ances will be found to be almost indis- 
pensable, even where gas and coal 
are used. They are portable, always 
ready, clean and safe. The combina- 
tions obtainable with these utensils 
make it easy to get a complete and 
dainty breakfast or luncheon at any 
time without depending on the maid. 
There is little use in talking compara- 
tive costs of electric cooking--the point 
is that electric cooking is unequalled 
for convenience, cleanliness and sim- 
plicity, encouraged by reasonable 
rates, electric cooking devices will be 


extensively used. 


Rockland Light and 
Power Company 











complete equipment in one of the houses 
in our territory, and it was used exclu- 
sively for all the cooking for four per- 
sons, covering a period of three months, 
at an expenditure of 400 kwh. of energy. 


At four cents per kwh. the expense 
would equal $16 for the three months, 
or an average of $5.33 per month. This 
shows what can be done, and to encour- 
age this ideal method of cooking this 
company offers to install a _ separate 
meter for this class of service, and dur- 
ing the six summer months from April 
Ist to October 1st will sell current for 
four cents per kwh., net, providing the 
customer will guarantee a minimum of 
$36 for the six months.” 

With this letter was enclosed a small 
folder. This was practically all the ad- 
vertising of the company’s special offer 
that was done—and it will be recognized 
that this was neither very novel nor ap- 
pealing (it is always best if possible to 
avoid talking to your customers in tech- 
nical terms) and could hardly be ex- 
pected to create a lively demand for 
electrical cooking outfits. 

Yet, in spite of the tardiness of the 
hot weather, which delayed the cam- 
paign’s beginning, and in spite of the 
fact that the manager was too busy 
with other things to give either the 
time or the attention requisite for con- 
ducting an energetic campaign, the in- 
terest of three or four people was aroused 
at once, and one well-to-do customer 
the company’s office and 
bought a much larger outfit than those 
advertised and had it installed to do all 
the cooking for a family of fifteen peo- 


came _ into 


ple—and along with it an electric water 
heater listed at $60. 

This alone was a return that well re- 
paid the company for whatever expendi- 
ture the effort to get this kind of busi- 
ness had cost, and it will be in position 
now to make use of this large installa- 
tion as a basis on which to figure cost 
to the consumer and on which to swing 
a full-fledged and aggressive campaign 
next summer. 











PRINTED INSPIRATION 





HOW TWO OF THE MOST SUCCESSFUL COMPANIES, COMMERCIALLY 
SPEAKING, KEEP THEIR SALES FORCE AT TOP NOTCH 
OF EFFICIENCY AND ENTHUSIASM 


BY G. W. HARRIS 





den Philosopher,” though dubbed 
“the sad and melancholy Jac- 
ques,” exiled from all the haunts of 
courtiers and bereft of those surround- 
ings of life and gaiety to which he was 
habituated, could yet find— 
es . tongues in trees, books in the 
running brooks, 
Sermons in stones, and good in every- 
thing.” 


S HAKESPEARE’S “Forest of Ar- 


And the wide-awake, energetic and pro- 
gressive solicitor for central station busi- 
ness must be like him in this, that he 
must be able to gather suggestion and 
inspiration for his work from everything 
that comes under his observation. 

In this constant hustle for customers 
for current, as in every other walk of 
life, the old saying holds good that no 
one but the fool (and the very young 
fool at that) knows it all. We must 
all learn from our fellows, and keep on 
learning unceasingly if we would per- 
severe in the race. For most men one 
of the greatest incentives to achievement 
is the knowledge that some other man 
has achieved the very thing they seek 
to accomplish, What man has done 
another may do. ‘The printed record of 
good work accomplished may be made a 
valuable source of inspiration to other 
workers in the same field of endeavor. 








In all human history the printing press 
stands without a rival as a disseminator 
of ideas. 
valuable of all workers is the man who 


And in any business the most 


can grasp ideas, whether his own or an- 
other’s, and apply them promptly and 
efficiently to the task in hand. 

Any electric lighting company em- 
ploying in its commercial department 
more than a mere handful of men can- 
not do better than to make liberal use 
of printer’s ink for giving its solicitors 
useful and practical information, fre- 
quent impetus and aid in their work, 
fresh ideas—in short, printed inspira- 
tion. Many successful central stations 
realize this and make a practice of 
printing in neat and attractive form 
every communication from officer or 
manager intended for the soliciting 
force. Some of the largest electric light- 
ing companies in our big cities and some 
of the large managing interests con- 
trolling companies in widely separated 
parts of the country now go even fur- 
ther than that—much further—and 
print for their commercial departments a 
regular periodical publication, filled 
with information, suggestion, comment, 
criticism,—anything deemed likely to be 
helpful to the soliciting force—and cir- 
culate it privately only to the members 
of that force. Some of these publica- 
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tions are issued “‘every once in a while” 
whenever sufficient material has been 
accumulated or some special occasion 
calls for them. Others are issued regu- 
larly once a week, and one at least is 
printed every day. 

The Henry L. Doherty Company, 
which operates some thirteen electric and 
gas lighting companies situated in vari- 
ous parts of the country from New Jer- 
sey to Colorado and from Minnesota to 
Texas, publishes a daily mewspaper 
called “The Bulletin,” for the commer- 
cial departments of the companies it con- 
trols. ‘This is edited, printed and dated 
at Denver, and is circulated from that 
city to the other companies operated by 
the Doherty interests. It is a simple 
little four-page folder, having a type 
page measuring about seven by ten 
inches and printed three columns to the 
page. ‘The managers of the various 
companies send to the editor in Denver 
stenographic reports of the daily or 
weekly meetings of their commercial 
departments, special reports of any par- 
ticularly noteworthy business achieve- 
ments, items of personal interest, and so 
on; and the most important and inter- 
esting parts of these are culled by the 


SS IN LIGHTING INTERIORS DUE 
TO CAREFUL STUDY OF ILLUMINATION 


editor and printed in The Bulletin, to- 
gether with similar reports of the pro- 
gress of the Denver company, short, 
crisp editorial articles—sometimes of a 
general character and sometimes more 
specific in their nature, but always ap- 
pealing directly to the men on the skir- 
mish line after business, and usually 
optimistic in tone—sometimes brief edi- 
torialistic essays of a kindred nature by 
people in the employ of the various com- 
panies, and frequent little mottoes, quo- 
tations, aphorisms, especially applicable 
to business getters and business getting. 

This little daily paper is read with 
avidity and studied carefully by the com- 
mercial men of the Doherty companies, 
and there has sprung up among them a 
healthy rivalry in supplying it with 
“news” and other material 





and conse- 
quently in striving with increased effort 
and zeal; each man of them, to make 
the best possible showing for his particu- 
lar company, to put it ahead of its own 
previous record, and if possible ahead of 
all the other plants of the organization. 

Mr. Frank W. Frueauff, who is 
widely and favorably known among cen- 
tral station men and whose managerial 
position in the commercial branch of the 
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Doherty interests enables him to speak 
with authority, in talking with the 
writer of this article concerning this lit- 
tle newspaper, said: 

“Our daily Bulletin has been issued 
now for considerably more than a year 
—long enough to have demonstrated 
abundantly the advantages of its publi- 
cation and the wisdom of continuing it. 
It is a success and we are well pleased 
with the results accomplished by it. It 
serves as a sort of clearing house for 
ideas, as well as a repository for the 
record of good work accomplished at our 
various properties. The men of one 
company are eager to know what the 
business getting departments of all the 
other companies are doing and how vari- 
ous schemes and projects work out in 
the different localities. This  inter- 
change of ideas, of plans, facts and re- 
sults, is of great benefit to all concerned. 
All our commercial men read and study 
it, and at some of their daily meetings a 
discussion of the contents of The Bulle- 
tin, and particularly what part of it is 
of most value to them, is a regular fea- 
ture. There is nothing better than the 
knowledge of what their fellows and 
rivals are doing, and how they are do- 
ing it, to jack up a soliciting force; and 
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New York Edison Company's Weekly. 


nothing like plenty of new ideas to put 
vim and ginger into its work. And 
these The Bulletin aims to supply. 
“Furthermore, and perhaps this is the 
most important thing of all, it serves as 
an educational medium for new men. 
In a large concern like this, managing 
many plants in widely scattered parts of 
the country, the commercial staff is con- 
stantly changing; men move about and 
move up, the best of them frequently 
get better positions; old men go, and 
new men come. Hence it is constantly 
necessary for us to break in new men— 
men who have had, as a usual thing, no 
knowledge or training or experience in 
the lighting field. For such men this 
daily of ours is the most valuable educa- 
tional medium we can put into their 
hands. ‘They say it is the best thing 
they get. Several of our younger solici- 
tors have told me that The Bulletin 
is an invaluable aid to them in learning 
how to do their work—that they get 
out of it more instruction, more real 
knowledge, more suggestion for plans 
and methods and_ successful schemes, 
more ideas, than from anything else pro- 
vided for their teaching. ‘That fact 
alone would more than pay us for all 
the cost of issuing our daily Bulletin.” 
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The New York Edison Company, 
which has in New York City the largest 
single-company electric lighting business 
in the world, and employs in its com- 
mercial department alone several scores 
of solicitors and business agents, pub- 
lishes The Edison Weekly—containing 
mostly matter relating to the commer- 
cial growth of the New York Edison 
Company” and “printed Fridays for pri- 
vate circulation among the Edison peo- 
ple.” 

This is a neat and attractive little af- 
fair, containing from four to eight pages 
each issue, the page measurement being 
about six by nine inches, printed in 
black and red on calendered paper, so 
that half-tone illustrations may be used. 
In it are printed reports of all notable 
new business secured, reports of the vari- 
ous branch offices, of the advertising de- 
partment, notices to commercial men of 
all kinds, editorial commendation of 
good work and criticism of work that is 
not good when a falling off from 
previous high record is found in any 
branch or department, personal notes of 
general interest to the men of the de- 
partment, accounts of the regular meet- 
ings of the force, information concern- 


ing new lamps or new appliances to be 
handled by the company, and plenty of 
good hints, suggestions and “boosters” 
for the solicitor in the shape of pithy 
sayings and appropriate quotations from 
sources old and new. 

Effective use as illustrations is made 
of new folders, booklets, letter-heads 
and drawings of various kinds utilized 
by the company, letters from customers, 
monthly weather charts, tables of figures 
from bookkeepers’ records, and so on. 

The fact that this little publication 
also has been issued every week contin- 
uously for some fifteen months is con- 
clusive evidence that the ‘Edison peo- 
ple” are convinced that it is a good 
thing. 

These are only two examples among 
the many publications of many kinds at- 
tempting to deal in many ways with the 
commercial side of central station work 
and central station problems, but they 
are notable exemplifications of what can 
be done by central station men them- 
selves, and they bear noteworthy testi- 
mony as to the incontestable value for 
the central station commercial depart- 
ment of printed inspiration. 





that stop thinking about it. 


most business. 


do for him. 





Figure out the lesson to be learned from a past failure; after 


Steady nerves come from leading a steady life. 


Other things being equal, the most enthusiastic salesman gets the 
The chief thing your prospect wants to know is what you can 


When you have induced a man to tell you his real objection to 


buying, you are half way to making a sale-—Salesmanship. 
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THE PASSING OF THE RED WIRE 





A PLEA FOR MODERN METHODS OF ILLUMINATION IN THE SMALL TOWN 


AS WELL AS IN THE CITIES 


BY FRANK E. FOSTER 


AKE the best of opportunities. 
Next to putting his day load 
on a paying basis, a central 
manager’s ambition should be 
to get the best results possible from the 
juice he is putting out. A merchant 
cannot stay in business long who puts 
out shoddy goods. Neither can an 
electric light company. Unless quality 
is given, the man in either business soon 
disgusts not only his customers, but 
his friends. ‘The product offered by the 
electric light manager must be good 
enough to gain and hold customers and 
at the same time induce those customers’ 
friends to get the “juice habit.” 
Just here is where many of us fail. 





We do not take care of the customers 
we have, too often neglecting them in 
our hurry to add others to our list. One 
highly pleased and satisfied customer is 
a better advertisement and will sell 
more juice for you than any other sin- 
gle influence I know of. Personal 
solicitation is not belittled, for it needs 
the personal canvass to garner the busi- 
ness which your good service has 
brought to fruition, but satisfaction 
stands first as a solicitor. 

Just stop and think whether you are 


handing your customers a bunch of 
lemons or giving them a service that 


both you and they are proud of. 
Drop into any little city where up- 
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Neglecting One to Get Another. 
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to-date methods have not permeated 
(and there are thousands of them scat- 
tered over our country) and glance into 
the shop and store windows or, for that 
matter, into the residences. 

Nine cases out of ten you will find the 
Red Wire predominates. 

It is standing evidence that the mana- 
ger is not up to date or don't care; 
that he is drifting along in an easy 
way waiting for the gas competition to 
come along and gobble him up. It be- 
hooves the average manager to make the 
best of his opportunities, for sooner or 
later he will be up against the proposi- 
tion of a receiver or hunting for an- 
other job—or both. 

Get rid of the Red Wire. 

It’s easy to give advice, I know, but 
too many of us are asleep at the switch. 
Illumination is the new battle cry of the 
army of electric light men who are go- 
ing-up and down the streets of our cities 
and towns, selling juice. Give illumina- 
tion. Make the best of what you have. 
It takes money to buy new equipment, 
but in this day of improvements there 
are many mediums that will help the 
average manager to solve the illumina- 
tion problems that confront him. It is 
not always the fault of your machines. 
They are grinding out the juice all right 
and your men at the plant, if they are 
doing their duty to their employers, are 
helping all they can to put you on a 
larger dividend earning basis. The 
trouble, if any, is in your lines. You 
are not only losing in transmission, but 
you are treating your customer shame- 
fully. 

If you think I am wrong, just take a 
stroll some night and see whether o1 
not you are proud of the product your 
mill is grinding out. The Red Wire 
will confront you at every turn. Your 
customer pays your price. Are you giv- 


ing him what he pays for? Are you 
selling him kilowatts or illumination? 
If he sold you inferior goods, or gave 
you short weights, you would be the first 
one to howl him down. Just put your- 
self in his shoes when he pays his 
monthly bill and see what your feelings 
are. 

Get next to him. Show him the pos- 
sibilities of electric illumination. We 
haven't started on this subject yet, but 
there is a chance to show the average 
customer that he can get more for the 
current he buys if a little money is ex- 
pended in illumination methods. If 
need be, go into partnership with a few 
of your merchants and say you will 
share the cost of proper equipment. It 
will pay you both. Shades, reflectors 
and other common mediums of distribut- 
ing light will solve the question cheaply. 
Better lamps, larger units and many 
other improvements are at your com- 
mand to improve your service and put 
your customer on the satisfied _ list. 
There are too many who are not there 
now. 

Make a little demonstration in the 
show windows if necessary to convince 
the doubting Thomases. It costs little 
to do that and it paves the way to larger 
possibilities in other stores. Wide- 
awake merchants are on the alert for 
business, and they realize that a well- 
lighted window or store attracts more 
people than almost any other medium of 
advertising. Make those merchants’ in- 
terests yours and you will all profit 
thereby. 

But there is one point to consider be- 
fore taking up the subject. Watch your 
transformer capacity. Too many of us 
are inclined to let the overload capacity 
of a transformer take care of increased 
business, resulting in poor service and 


eventually a burned-out instrument. 
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Transformer investments are good ones. 

In writing the foregoing, the writer 
has spoken from experience and has in 
mind one customer in particular who is 
regarded by his business associates as very 
close; so close, in fact, that his store 
rooms were lighted by a private gasoline 
plant. We opened up on him on the 
possibilities of electric lighting, not only 
in his windows but in all departments of 
his store. He became interested and 
was willing to be shown. ‘The result is, 
the store rooms are now lighted through- 
out with electricity, and his windows 
make the best display in the city. We 
consider the salvation of this wayward 
gasoline-plant sinner a long step in ad- 
vance. It impresses the others so for- 





cibly that they are compelled to admit 
that electricity is the only true light, after 
all. More business has resulted and we 
have accomplished something for our 
stockholders and added a satisfied cus- 
tomer to our books who is a standing 
advertisement of the wares we sell. 
The writer is pinning more faith every 
day to the improved reflectors, shades 
and other appurtenances used in up-to- 
date electric. lighting. “The Red Wire 
is a back number, and will be knocked 
out sooner or later by competition unless 
you take steps to redeem it and put it in 
a class that is made possible by these 
latter-day equipments. Instead of a 
gloomy shadow, let your main business 
streets be each a “great white way.” 





Don’t tell funny stories. 


work. 





Business men to-day during working 
hours are too much occupied to listen to anything which has not a 


distinct bearing on the making or saving of money. 


“Plan your work and then work your plans.” 
to see people on the off chance that they will buy, when, by a little 
judicious forethought and work, you can procure a list of the best 
possible prospects in the territory which you are working. A few 


minutes’ head work will often save many hours of needless foot 


The salesman who goes to see a prospect without knowing anything 


about him is like a captain who starts on a voyage without a chart. 








Don’t go in 


—Salesmanship. 
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IS IT PRACTICAL ? 





In the October issue of SELLING ELEctTRICITy, the question was raised as to 
the advisability of wiring houses at cost and carrying the accounts. Mr. Frank 
E. Foster, Manager, Petersen Heat, Light and Water Company, Iowa Falls, Iowa, 
while agreeing that the scheme is a business getter, contended that it is pretty expen- 
sive business when landed, that it ties up more money than the average company can 


afford to invest. 


We print herewith two other views on the same subject, all of which serve 
to throw light from different angles. We should be pleased to hear from others 
who have observed the workings of the ‘“‘at cost” scheme. 


BY F. H. GOLDING 
Manager, Rockford Edison Co., Rockford, Ill. 


N this era of equitable rates and good ser- 
vice, the initial expense of installing an 
adequate equipment is the chief—we might 
even say only—obstacle the central station 
has to contend with, as what house owner 
would not gladly welcome an opportunity 
to make use of the incomparable illuminant 
in his home, did not the bugbear of First 
Cost cause him to hesitate? 

Mr. Foster’s objection to carrying numer- 
ous “at cost” accounts is well founded, but 
is it necessary to make the installation at 
cost ? 

Cannot a reasonable percentage, say ten 
per cent, be added to the cost to eliminate the 
“dead” account feature, and would not the 
average electrical contractor gladly carry a 
twelve-payment, or even twenty-four-payment 
account if he was assured of a reasonable 
per cent interest for so doing? If this is 
done the central station may be relieved of 
the burden entirely and yet reap the bene- 
fits. 

The writer knows from experience that 
this plan is entirely feasible, and it is one 
that any lighting company can foster with 
entire safety, and absolute assurance of co- 
operation on the part of the contractor, pro- 
viding the contractor is of the right sort. 

In one city the company guarantees the 
contractors against loss, the company having 
the right to select the “prospects,” and in 
eleven months’ experience with this plan has 
not been called upon to make good a single 
account. In numerous others the contractor 
assumes all risks, asking only for the com- 
pany’s co-operation in securing business, and 
the results have been equally satisfactory. 

Another proposition the company operating 
in a small town can use to advantage, is one 
whereby a limited number of outlets, say 
five or six, are installed at or nearly cost, de- 
pending on the consumer “getting the habit” 
for an extension of service over the rest of 
the premises. 


As the amount involved per installation is 
comparatively small, ranging from thirty to 
fifty dollars, it is not necessary to carry 
an account of this character on the install- 
ment plan. The company’s money (or the 
contractor's, as the case may be) is not tied 
up for a lengthy period and in consequence 
there is no burden to any one concerned. 

Any reasonable plan that will overcome 
the usually heavy first cost is worthy of 
every manager’s careful consideration, for 
such a proposition means a comfortable in- 
crease in revenue and goes a long way in the 
battle with electricity’s hereditary illuminat- 
ing enemy—gas. 


BY H. ASKIN 


Superintendent, Barnes Electric Light and Power Company, 
Moquoketa, lowa. 


W° have a plant of 325 kw. capacity, a 
population of approximately 4,000, 
with 8,000 16-cp. equivalents wired in. 

Beginning in the spring of 1907 we adopted 
the policy of wiring old houses at actual cost 
less labor. I have one assistant who trims 
lamps, looks after trouble work and reads 
meters. In his spare time he and I wire 
houses. We are both on a fixed salary, 
which is charged to regular expense, so that 
the company actually loses nothing by this 
method. The result is that whereas only a 
limited number of houses had been connected 
between the years 1904 and 1906, this year 
to date we have wired 65 houses and have 12 
on our lists ready to wire. 

I do the soliciting and use the following 
method: I divide the town into districts, se- 
lect a good prospect in each district and 
stay with him until the contract for wiring 
is landed. After that I seldom fail to get 
several more in that particular vicinity who 
come unsolicited. 

I do not consider it a good idea to carry 
an account for wiring as I find that a cus- 
tomer who cannot pay cash for wiring is as 
a rule slow in paying bills for current and 
is not a desirable customer in other ways. 























MECHANICAL DETAILS OF 


ADVERTISING 


PART III—ENGRAVING 


GENERAL understanding of 
the two most common pro- 
cesses of reproduction is with- 

in the comprehension of anyone, and its 
acquirement a practical necessity to the 
ad writer who looks for success. 

A short review of these processes may 
be introduced by an indication of their 
uses. “Line Engraving” is the name 
given to the reproduction of line draw- 
ings or prints, in which the design is 
represented in absolute black and white, 
with only such gradations of tone as 
may be suggested by lines, cross-lines or 
dots. ‘‘Half-tone’” is the process in 
which the medium or half-tones are re- 
tained in their relative values. ‘This is 
accomplished in the process of reproduc- 
tion by breaking up the picture into 
minute sections and producing a grain 
or series of dots of varying size and 
contiguity, according to the require- 
ments of the drawing. 

The process of line engraving begins 
by the engraver obtaining a careful glass 
plate negative of the design. He then 
takes a sheet of zinc of requisite size, 
coats it with albumen and sensitizes it 
with bichromate of potassium or am- 
monium. ‘The glass negative is then 
placed upon this sensitized zinc plate, 
and the whole set out to print in ex- 
actly the same manner as photographs 
are printed. Next the zinc positive is 
taken into the dark room and rolled up 
with printing ink under a yellow light, 
then soaked with water in daylight. 


This serves to “fix” the drawing on the 
zinc. ‘The operator now rubs the plate 
with cotton wool, which removes the ink 
and the albumen except where the light 
has fixed the albumen. We now have a 
zinc plate upon which the drawing has 
been transferred, the pen lines in the 
drawing being represented on the zinc 
by albumen lines covered with printing 
ink. ‘This is dusted with powdered as- 
phalt, which is melted into the lines of 
the ink and when dry combines with it 
to form a resisting “ground.” Next the 
back and edges of the plate are covered 
with a protecting varnish, and it is laid 
in the acid bath, which eats away the 
zinc except where the lines of the draw- 
ing protect it. ‘These are consequently 
left standing in relief. Whenever large 
white spaces occur in the design, the cor- 
responding portions of the zinc plate are 
not etched away with acid, as that would 
take too much time, but are routed out 
by what is called a “routing machine.” 
When the zinc plate is finished it is 
nailed at the edges to a block of wood 
of proper thickness, so that both together 
reach exactly the level of common type. 

A zinc block can be and should be an 
absolute facsimile of the original line 
drawing, but for the reason that it is the 
cheapest method of reproduction, both 
the customer and producer (the latter to 
make more money, the former to save 
time) agree to hurry the process, with 
the result that frequently a bad negative 
is used in the first place and the etching 
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is allowed to progress with too little 
attention being paid to biting the lines to 
their proper thickness. Anyone desiring 
a good piece of work should give the en- 
graver time and demand that he use it, 
taking work away from an_ unsatisfac- 
tory producer. 

Half-tone engraving is the process 
evolved to produce cheaply and speedily 
drawings in tone, paintings, photo- 
graphs, etc., which contain gradations 
of tone instead of absolute black out- 
lines. The basis of this process is the 
half-tone “screen.” 

‘To make a screen, a perfect plate of 
glass without any flaw in its body or in- 
equality on its surface is covered with a 
thin and absolutely homegeneous film of 
opaque “ground,” something like etch- 
ing ground, but rendered opaque by be- 
ing mixed with graphite. Then, by 
means of a diamond in an automatically 
governed ruling machine, lines all exact- 
ly the same distance apart are drawn 
diagonally across the plate in one direc- 
tion, just removing the ground. ‘The 
finest screens have 200 lines to the inch; 
coarse screens, used for newspaper re- 
production have 60 lines to the inch. 
As this distance is so infinitesimal, the 
slightest inequality would ruin the 
screen. The glass plate is then etched 
with fluoric acid, the ground removed 
and the bitten lines are niellated and 
polished. When one such plate is fin- 
ished an exactly similar second one must 
be made. ‘These two are then joined 
face to face with Canada balsam, having 
been placed so that the diagonal niellated 
lines cross. ‘Then the screen is ready 
for use. Light can pass only through 
the innumerable minute white lines, and 
these being crossed make tiny squares on 
the completed screen. It is placed a 
quarter of an inch or less before the 


negative in the camera and the subject to 


be reproduced is photographed onto the 
negative through the screen. It follows 
that the negative is broken up into a 
great number of tiny squares, which 
are stronger or weaker, as the corre- 
sponding portion of the original object 
were lighter or darker. After the 
screen negative has been obtained, the 
engraver takes a copper plate (zinc is 
used for the coarser work, but copper 
invariably for fine screen work), coats it 
with a solution of fish glue, sensitized 
by bichromate of potash and exposes it 
under the negative. The copper posi- 
tive is developed in cold water, which 
leaves the picture on the copper, but in- 
visible. Then a solution of methyl-vio- 
let is poured over the plate, which brings 
out the picture, as this chemical adheres 
only to the fish glue. The plate is then 
held with nippers over a spirit flame, or 
placed on a gas stove, until the fish glue 
is enameled on the copper and the violet 
colored picture turns a chocolate brown. 
Wherever the copper has been so en- 
amelled, acid cannot effect it, while the 
minute spaces between the enamelled 
dots will be eaten away when the plate 
receives its acid bath. 

The copper plate thus obtained is 
nailed to a wooden block exactly as in 
the case of the zinc etching. 

By over-economy in printing, bad re- 
sults often follow when the plate itself is 
perfect, in that, the spaces bitten away 
being so very shallow, the inking roller 
of the press is apt to fill up the plate 
here and there, unless it be taken out oc- 
casionally and carefully cleaned. This 
takes time and the printing, though bet- 
ter, becomes consequently more expen- 
sive. An understanding of this detail 
and the requirement that it be done, 
should enter into the calculation with 
the printer by anyone planning a perfect 
product. 
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THE VALUE OF TEAM WORK 


HOW PRACTICAL CO-OPERATION HELPS THE SALES FORCE INDIVIDUALLY 
AND AS A WHOLE 


BY CHARLES W. LAMB 


O-OPERATION 


success is the extract of its com- 


is a formula; 
pounding. Its essence is gener- 
osity, and in its broader sense generosity 
is the best selfishness. “That is to say, 
generosity properly applied brings an in- 
crement that strengthens the giver. This 
is as true in a soliciting force as in any- 
thing else. 

Team work, with a master at the 
reins who knows just how to hearten up 
his weak pullers and keep all going to- 
gether, brings better results than a wild 
scramble, heads and heels in air, and the 
team comes under the wire breathing 
easier, feeling happier and with scarcely 
a wet hair. And a pat here, a cheery 
word there makes them all forget the 
effort of the final pull and stand ready 
to do it again. 

Co-operation, in a way, means de- 
veloping the best in men just as we do in 
horses; it is mastercraft drawing out the 
best there is in them and giving it direc- 
tion and purpose. We don’t mean that 
a soliciting force should be worked like 
horses, but if the developed intelligence 


of horse handling, expert horse hand- 
ling, mind, were used more by leaders of 
men, the net result would be different. 
It is so used by some leaders, but not by 
any too many—dquite a few are merely 
drivers. ‘Then, too, if the men will rec- 
ognize what the horse does not, the 
ability and influence that comes from a 
hearty pulling together, and act on it, 
the same result, and more of it, will 
come, and that more easily to all. 

To get the best co-operation and the 
best results in a soliciting force means 
two things—mastercraft and mancraft; 
in other words, leadership and a feeling 
No 


strong enough to stand alone. It is 


of fellowship and unity. man is 
necessary for him to lean more or less 
on his fellows, and consciously or un- 
consciously he likes it. Nor is any man 
so free from a certain righteous spirit of 
ego that he does not like the pressure of 
some one else leaning on him, so long 
as it is done gently and with a hearty 
good will. ‘That hearty good will is the 
secret of it all. 


We solicitors are just like our custom- 
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ers—we hate to think we are being done. 
And we are human and like a chance to 
give advice—that’s a good failing if the 
advice is good. It’s the solicitor who 
gives the best advice to his fellows who 
gets the best place when promotion 
comes, for the old saying that a man who 
can get results from twenty men is 
worth more than he who can do four 
men’s work, is as true of coaching a 
force of salesmen as of directing factory 
hands. And it is the man whose ad- 
vice makes good in the largest quantities 
who gets the first seat on the other side 
of the desk. 

So far this has been a bit axiomatic. 
Here’s the application. The soliciting 
force should first have its leader, its mas- 
ter mind, not boss. Next it should have 
the spirit of doing, of ambition, which 
is another, and a high, form of selfish- 
ness. It is up to the leader to develop 
that spirit, not by driving and nagging, 
nor by belittling in times of failure, but 
by heartening on the blue days and ap- 
proving on the gold. It does not pay to 
take the spirit out of a team—much less 
out of man. Saving the lash for the 
really bad breaks—which are not so 
many if the command is well led. 

I know a head master of a_ boys’ 
school who has been wonderfully suc- 
cessful in making strong, able men out 
of boys of slow promise. His method 
has for its basis respect and encourage- 
ment. His boys are all addressed as men 
and so treated. He says to one boy, 
“That was a splendid recitation to-day, 
Mr. Smith; keep it up.” He says to an- 
other, “You pulled a great stroke to- 
day, Mr. Jones,” and to still another, 
“T am sorry you could do no better in 
math to-day, Mr. Blank.” All said 
with a wealth of love and interest, gen- 
erally with hearty hand clasp or with 
protecting arm thrown affectionately 


over the young man’s shoulder. The 
result has made him eminent among 
masters and his boys men among men. 

My old colonel used a similar method. 
He used to watch every officer and man 
with a lynx eye, and poured out his com- 
mendation and condemnation as was 
just, but he never spoke a single word 
of blame that was not followed by one 
of praise so soon as that officer, man or 
company corrected the error or did the 
work properly. The result was that 
unity took the place of division; co- 
operation superceded selfish, get-no- 
where lack of system, and good will and 
respect became the factors in the regi- 
ment, so that the command went from 
bottom to top of the service list in quick 
jumps. That was the result of master- 
craft. 

Mancraft solicitors, remember you 
are men among men. Pay yourself the 
respect due men. You will never get 
it if you do not. Hold your heads up. 
Don’t raise them above any. Don’t 
lower them beneath any. Look your 
fellows squarely in the face and make 
them feel your sincerity. All the ability 
on earth will not help you without sin- 
cerity. Say us, we and our—not me, 
I and mine—and think it, live it. Be- 
come a part of your company, of your 
force, of your proposition. Preserve your 
individuality, but make it conspicuous as 
a uniting force. Don’t let it separate 
you from the outfit. Impress it when 
its strength is real. Bury it when you 
can borrow something better. You are 
going to win on your personality only 
when its force is equalled by the force of 
your proposition and the force of the 
article and service behind it. Don’t get 
fooled on that. No strength of person- 
ality ever made a good friend for a bad 
thing, and no bad thing ever kept a 
friend because of a personality. And 
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lend that personality, that individuality, 
to your fellows and borrow theirs, for 
it’s your value to your company that will 
count when the pay checks grow, not 
your value to yourself. In short, be a 
force, a staff, remembering what you 
have learned about the value of team 
work from the ball games. 

When the staff meets don’t be afraid 
to open your hard cases to the other 
boys or to help the other boys solve 
theirs. Every day you meet problems, 
come across phases of life and work that 
in an observant, active mind mean sug- 
gestions for advancement, the kind of 
suggestions up-to-date companies are on 





HUNTING FOR TROUBLE 


the lookout for days, nights and Sun- 
days. ‘Trot them out. Give and take— 
especially help. Share experiences. You 
will find the other fellow’s strength a 
good thing to lean on and yours a good 
thing for him. 

This is co-operation. It means good 
fellowship. It will aid every man 
and every cause and lift the business of 
spreading the doctrine of electricity from 
a trade to a profession. It will raise the 
tone of manhood, strengthen a man’s 
faith in his fellows, and instead of bury- 
ing the individual in the dead level of 
the mass will raise it by bringing out the 
best there is in it. 


BY T. W. PETERS, Solicitor, Columbus Railroad Company 


The old saying “never trouble trouble 
until trouble troubles you” never has 
and never will hold good in the new 
business department of an electric light 
company. You must trouble trouble 
to get new business, especially if you 
are after increasing the bills of the aver- 
age customer. 

In getting new business, whether from 
an old or a prospective customer, you 
must let him feel and see that you are 
ready and willing to go to the greatest 
trouble to satisfy him, and that it is to 
his interest and advantage to use the 
service in the way you suggest. This 
means trouble. 

If it is window or sign lighting, show 
him how prominent it will make his 
store stand out in contrast with his 
neighbor’s dimly lit place. Show him 
that people will think he is ashamed of 
his goods unless he lights his windows. 
Show him that it brings him in closer 


touch with his customers’ pocketbook. 
This means trouble. 

When necessary, take the trouble to 
flatter him a little. 

Strive to get and keep on the best 
terms with everybody. Don’t let people 
hear you “knock”’ either your company, 
its customers or the town. Boom the 
place. 

Always pay some attention to the 
chronic kickers. “They are a good deal 
of trouble, but you had better let them 
kick to you than to satisfied or prospec- 
tive customers. If your customer feels 
he has been wronged, let him come to 
you and have it out. He will feel better 
and you will know’ where he stands. 
Never let your customers get “sore” 
with either you or your company if it 
can be prevented. 

Talk dollars and sense. Don’t bluff, 
it doesn’t pay. Aim to have every man 
use the electric service in the way you 
yourself would if you were in his posi- 
tion. 
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A SUCCESSFUL SALESMAN OF ELECTRIC POWER GIVES HIS EXPERIENCE— 
A TALK BY ONE WHO KNOWS 


BY ROY A. MAC GREGOR 
Commercial Agent Wyoming Valley Gas and Electric Company, Plymouth, Pa. 





N these days of twenty-four hour 
service we hear a great deal about 
“day load.” We read of the suc- 

cessful efforts of this and that company 
in developing an even and profitable day 
load through heating apparatus or mo- 
tors. Perhaps they have, but the writer 
has seen a number of such plants which 
proudly claimed to have an elegant day 
load, and found a number of manufac- 
turers within a stone’s throw of the cen- 
tral station making their own power, 
which the station could have supplied at 
a profit to itself and a saving to the 
manufacturers. 

A few weeks ago the writer had occa- 
sion to visit a station which he was told 
had a fine load, averaging 50 amperes 
per phase on a three phase system. After 
a few leading questions he ascertained 
that the Sunday morning load or what 
was probably transformer load, was 28 
amperes per phase and that the motor 
load consisted mainly of some $2,000 
worth of motors which the company had 
purchased and was renting to customers! 

RATES 

The first consideration in going after 
power business is the establishment of a 
system of rates. This, as a general rule, 
is not given the intelligent thought it 
should have. Usually a rate is used 
which some other company has secured 
from some one else. ‘The writer has 


even seen a rate in vogue in the New 
England states, transplanted there bodily 
from the hard coal region, where fuel 
is at least one-third of what it is in 
New Hampshire. Talk about hand- 
me-downs! That rate was losing money 
for the station, but most rates are too 
high. <A central station cannot expect 
to dislodge an established steam plant 
unless it can show the manufacturer a 
saving in operation and unless the rate 
is right and will show this saving, the 
business will be very slow in coming. 

Now, the first thing is to be sure that 
the station is running under the most 
economical operation possible for its lo- 
cality — in other words, that its fuel, 
labor and miscellaneous expense items 
are on a par with what manufacturers 
are paying for the same items. This ac- 
complished and we are in a position to 
beat almost any power proposition that 
locates within our reach. 

Why, and how? 

Just this: The central station equip- 
ment is governed by its peak, and this 
peak load current pays, or should pay, 
the fixed charges on the plant. It comes 
on only between 5 or 6 P. M. and 10 
P. M. So, with our fixed charges cov- 
ered, we are in a position to consider 
any daylight current as a_ by-product, 
just as soap and hides are the by-product 
of a packing house. We can sell this 
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by-product at a profit over what it 
actually costs to make and deliver, and 
still price it below what it would cost 
the outside manufacturer, because he has 
the fixed charges on his equipment to 
cover as well as his operating expenses. 

Now, by a rate or scale of rates con- 
sistent with the local conditions, the 
central station is in a position to get 
power business from any plant in its dis- 
trict and should get it from ninety per 
cent. of them. 


METHOD OF SECURING THE BUSINESS 


We are now down to the method of 
getting power business, and the follow- 
ing plan has been tried thoroughly and 
proven good by the writer to the extent 
of selling 600 horsepower in motors and 
current in a new territory in five months, 
single-handed. 

A power solicitor who goes out ex- 
pecting to shut down steam engines or 
other power merely by walking in on a 
prospect and telling him that electric 
drive is the thing, getting him to adopt 
it and order from $500 to $3,000 worth 
of motors right away, is doomed to dis- 
mal failure. If you can succeed in 
meeting and getting partly acquainted 
with the right man on the first call; if 
you are able to say enough to set him 
thinking, you can consider it a very suc- 
cessful solicitation. 

When I first call on a man to whom 
I wish to sell power, I simply deal with 
general conditions. The conditions 
governing most businesses are reasonably 
alike, but always admit that his business 
presents problems entirely different from 
any other, as he himself will tell you. 
I show him why I should be able to 
sell him current for power cheaper than 
he can make power himself, always talk- 
ing in a plain, reasonable way. I also 
explain the simplicity of a motor and, 


without the use of technical terms, make 


him feel that he knows all about it. 

I am often asked what it costs to run 
a certain size motor so many hours a 
day. As this is governed entirely by 
load factor and rate I have never yet 
given an answer to this on my first 
call. I always quote him what it cost 
some other man | know to run his busi- 
ness and show him that the cost in that 
case is below any other power for the 
same service, but impress upon him that 
the amount of the other man’s bill is in 
nowise a guarantee of what his bills 
would be. The difference in the cost of 
running two different thirty horse-power 
motors doing two different kinds of 
work is sometimes very great. So I 
show him that when John Smith paid a 
bill of $50 for a month’s supply of cur- 
rent it was less than John Smith could 
get the same power any other way, and 
that he got the safety, cleanliness and 
convenience of electric power thrown 
in. 

After a general conversation along 
these lines I ask his permission to study 
his business and make him a_ proposi- 
tion for supplying him motors and cur- 
rent. As this permission does not cost 
him anything he will generally grant it, 
even if he wishes to be rid of me. With 
this permission I am free to go and come 
as often as I please. I can get ac- 
quainted with the different foremen and 
employes who are in a position to help 
with information. 

LEARN THE PRESENT OPERATING 

EXPENSES 

Now what the power solicitor wants to 
find out should always be carefully 
mapped out on a form provided before- 
hand, and should cover the size, type and 
make of boiler and engine; the wages 
of engineer, firemen, ash wheelers and 
other help; the consumption of coal, wa- 
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ter, oils, waste, boiler compound, etc., 
and the value of engine, boiler, pumps 
and whatever other apparatus the motor 
installation would abolish. The prob- 
lem of ash removal and value of space 
occupied by the isolated plant is an im- 
portant factor in cities, but does not 
amount to so much in towns and vil- 
lages. 

The engineer and firemen are very 
good people to become friendly with, 
and although the power solicitor is 
working them out of a job it is easy to 
impress on their minds that a man com- 
petent to do their work is too valuable 
to be let out, and I have succeeded in 
some cases in having them kept on in 
paying positions in other departments. 
These men can furnish one with details 
of any trouble that may have occurred, 
and if approached in the right spirit, 
can help a great deal. The solicitor 
must talk electric power to them and 
get them enthused over his proposition; 
he must show them what other people 
are doing, and if possible lead them to 
tell their manager of such other cases, 
for testimonial argument will sound bet- 
ter to him when coming from his own 
engineer than it will from the man with 
power to sell. 

One thing which I consider very im- 
portant is the cultivation of friendly 
feeling with everybody connected with 
the works of a prospective customer, 
even to the smallest understrapper. No 
man can tell who will be in position to 
knock. By cultivating friendship and 
showing enthusiasm, the solicitor will 
find the same feeling growing in every 
one with whom he comes in contact, for 
enthusiasm is contagious and spreads 
faster than the measles. 


PLAN YOUR INSTALLATION 
CAREFULLY 


After getting all the information to 
be had about the cost of the prospect’s 


power, outline carefully a series of sug- 
gestions covering the equipment of the 
plant with motors. Lay out definitely 
the position of each motor, the pulleys 
that will be needed to get. the correct 
speeds, and size of motor for each drive, 
as thoroughly and completely as if the 
order were already placed. In regard 
to size of motors, in some cases this will 
have to be determined by indicating the 
engine, but in a great many cases makers 
of machinery to-day issue catalogues 
showing power required to drive their 
machines, although my own experience 
is that these figures are generally a lit- 
tle low and it is well to provide a motor 
a little larger than that called for in 
the catalogue. Be in a position to step 
up to any machine in the shop and 
clearly demonstrate just how you would 
adapt electric drive, and what its ad- 
vantages will be to that particular ma- 
chine. This will show your prospect 
that you have given the matter serious 
thought and will help win his confidence 
and his contract. 

If you find any peculiarities in a busi- 
ness which you do not understand, ask 
the manager concerning them; if im- 
provements, inquire as to benefits de- 
rived from them and show him your 
appreciation of the information he gives. 
It is a good plan during the time one 
is studying the business to meet the 
manager, but it is not well to talk much 
about his power proposition until ready 
to go at him hard. In these meetings 
the power solicitor shows his make-up 
and calibre. Be all business and let 
him see it as it wins respect. If he asks 
any leading questions as to what progress 
is being made, do not go into it, even if 
it is necessary to tell him, in a polite 
way, that you are not ready to talk his 
business yet. 

Having obtained all the data which 
goes to make up his power cost, any 
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solicitor can easily determine how much 
better the central station proposition is 
than the old system. A good way to put 
it is to capitalize the savings effected at 
a fair rate of interest. For instance, a 
saving of $50 per month is 5 per cent. 
on $12,000. While the $50 does not 
appear large sometimes, the $12,000 al- 
ways does. 

If the solicitor improves his oppor- 
tunities he should soon know more than 
do ninety per cent. of the manufacturers, 
the truth regarding their own power 
costs, and be in a position to present 
propositions in a good, strong, convinc- 
ing manner. 

MAKING THE APPOINTMENT 

The final step is to make an appoint- 
ment with the manager of the plant in- 
vestigated and to keep it promptly, even 
if he fails to. The writer has in mind 
a mill owner who made eight appoint- 
ments with him and did not keep one 
of them until the ninth, and I firmly be- 
lieve that the ease with which the busi- 
ness was secured was due principally to 
the chagrin he felt in being worsted in 
a game of dodge. 

On the day the appointment is to be 
kept the power man should sit down and, 
forgetting everything else in the world 
but the proposition in hand, go over it 
carefully, anticipating every objection 
which will be raised, every question 
which will be asked, and line up his 
arguments so as to have them ready to 
shoot at the prospect at an instant’s 
warning. It is necessary that one be ab- 
solutely sure he is himself convinced that 
the proposition presented is just what it 
is claimed to be; that it is not exag- 
gerated or misrepresented in any degree. 
It is always better to lose the business 
than to get it on a misrepresentation. 

STATE THE PROPOSITION CLEARLY 

The proposition should be written in 


a clear, concise manner, dealing with 
the central station end first and then 
thoroughly covering the prospect’s pres- 
ent case. The solicitor can now go in 
with a determination to win and the 
chances all in his favor, for he has the 
lead and holds the majority of trumps 
in knowing the prospect’s position. 

As soon as the attention of the pros- 
pect is secured the business must be at- 
tacked with a vengeance. The prospect 
should not be allowed to interrupt until 
the case has been thoroughly covered. 

Then the solicitor should lead him 
into argument. By watching closely 
and after a little experience, it will be 
easy to anticipate his every argument and 
answer it almost before it is voiced. By 
doing this the solicitor proves to his man 
that he knows his job and that this is 
not the first case he has ever handled, 
which helps get his confidence. 


Not long ago the writer had occasion 
to present a proposition before a meet- 


ing of a board of directors of a lum- 
ber company at which there were eleven 
members present. It was hard work 
but every objection was anticipated and 
answered before it was half raised, and 
this proved to be one of the strongest 
leverages in getting the business. The 
secretary of the lumber company ad- 
mitted on the following day, while plac- 
ing the motor order, that the board was 
very much pleased with the handling of 
their case. 

After having thoroughly gone over 
the case, the solicitor should assume a 
position of certainty in getting the busi- 
ness, arguing that a proposition like 
yours cannot be laid aside, and simply 
deal with it asa question of time when 
the current will be used. I find that 
an assumption of this kind often helps 
to influence a man who is on the fence. 
If he does not seem inclined to give his 
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business at once, or even says he won't 
consider it, there is no need to feel that 
the proposition is beaten. Leave the 
prospect with a request that he go over 
the proposition carefully alone. If the 
work has been done well among his fore- 
men it will begin to count now, as he is 
certain to ask one or more of them as 
to what he thinks of it and will check up 
the figures presented to him. 
DO NOT DROP THE PROSPECT 

The case should thereafter be fol- 
lowed, but not too insistently. When in 
the prospect’s neighborhood drop in and 
see him and talk of the vital points in 
the case, showing him over and over 
again, if necessary, just what it means to 
him to adopt electric drive. Talk power 
to his friends and tell his neighbors what 
a good thing it would be for him. 
These things generally go back, but not 
as coming from you. Then, if you have 


any successful installations running, 
take him around to see them and when- 
ever you land any one else use one to 
influence another. Use your strongest 
endeavors to keep him interested and 
thinking, for then he is coming your 
way, no matter how slow he seems to 
come. 


I am not an authority on personal 
magnetism or the power of suggestion, 
but I know that a certain bearing and 
confidence in oneself, together with posi- 
tive statements, will help a great deal 
in getting business, either power or any 
kind. After a contract has been closed 
with a man, don’t feel that your work 
is done, but keep in touch with him. 
Make his troubles your own and by 
courteous treatment get him working for 
you and with every consumer landed 
and taken care of this way, you will 
soon have business seeking you. 


ey 


TOO MUCH DIGNITY 

A recent issue of the Dry Goods Reporter 
contains a’ few wholesome truths under the 
above caption, which can be applied with 
particular stress to central station advertis- 
ing. 

“Some advertisers use so much care to 
avoid anything in their advertising that 
would appear undignified that they go to the 
other extreme. To read their ads one would 
judge that the writer had swallowed a ram- 
rod, sat on an uncomfortable chair at a se- 
verely plain desk and wielded a stiff pen. 
There is a difference between dignity and 
ponderosity—between dignified copy and an 
unbending stiffness. Whether an ad should 
be dignified, confidential, intimate or even 
semi-humorous depends on the people to 
whom it is directed. An advertising man 
should know his public. To say that no 
humor should ever enter an ad, that no 
light touches should be given, that no pleas- 
antries should ever be attempted, is to say 
that a sales-person should never indulge in a 
remark that would provoke a pleasant smile 


—that the American public has no sense of 
humor. Pure diction does not always catch 
the multitude; correct grammar is not the 
invariable method for attracting attention; 
even the use of slang may not be tabooed 
on every occasion. Nor should an advertis- 
ing writer be so dignified that his readers 
think that he considers them a collection of 
mummies. Dignity has its place, but to un- 
bend often accomplishes what dignity will 
not.” 


CHRISTMAS PORTABLES 


A handsome portable lamp for $12.00 is 
the announcement of the Goodwin & Kintz 
Company, Station I, Winsted, Connecticut, 
for the holiday trade. The appropriateness 
of a portable lamp for a Christmas gift 
is certainly a suggestion that will appeal to 
scores of shoppers this year. The fact that 
a fixture company is making a feature of 
such a lamp illustrates the wonderful growth 
of the electric portable trade, and the in- 
creasing popularity of this new and beauti- 
ful form of illumination. 
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for Electric light central stations and electrical 
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THE ADVERTISING SOLICITOR 

“Shall we eliminate the advertising 
solicitor ?” 

This is the question SELLING ELECc- 
TRICITY asked several hundred electrical 
manufacturers last month. 

With one single exception they all 
wrote us in the most emphatic terms: 

“Keep the advertising man on_ the 
job.” 

We are going to do so. ‘The chances 
are that he will show up at your office 
before Christmas. In fact, we had de- 
cided to keep him on the job long before 
we indited the above question. 

But it has been extremely interesting 
to us, as well as gratifying, to know the 
liberal spirit that pervaded nearly all of 
the letters we received from manufac- 
turers. 


‘We have to employ salesmen in our 
business; we naturally would suppose 
that you have to employ a solicitor in 
yours.” 

That was the prevailing sentiment. 

What was more surprising, a large 
number of advertisers wrote that they 
got new ideas, sometimes extremely val- 
uable ideas, from advertising solicitors. 

Taken all in all, we feel much more 
positively than we did before, the real 
need of real advertising solicitors in the 
electrical field. And backed up by the 
testimony of these letters in our office 
files, we can say for the electrical manu- 
facturers of the country that they feel 
that need also. 

But the mere copy chaser, the fellow 
who clips a manufacturer’s ad. from 
some paper and on the strength of it 
tries to hold up the advertiser for a sim- 
ilar slice of his advertising appropria- 
tion, who talks impressively about “rep- 
resentation,” and “general publicity,” 
and all the other stale talk of a past 
generation of advertising solicitors, has 
got to move on to some other field of 
usefulness. 

RESULTS! ORDERS! 

That’s what interests advertisers now- 
adays. “The manufacturer is up against 
a selling problem. He has only a cer- 
tain amount of money to move his 
goods. And the solicitor who gets his 
order has got to come to him with 
some definite, specific advertising ideas 
that look good enough to gamble real 
money on. The solicitor has got to help 
the advertiser solve his advertising prob- 
lem. 

It’s a hard, prosaic fact. We admit 
that we'd like to make the money easier. 
But SeLuinG Evectricity has long been 
resigned to the actual truth of the situ- 
ation. What is more, SELLING ELECc- 
TRICITY is prepared to make good to-day 


with a part of your advertising appro- 
priation on the above basis. 
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Mr. Central Station Man 


Do You Know 





THE TRLKING SIGN 


? 


Do You Know Do You Know 
Our Iron Clad ? Our Line of 
Electric Signs ®° 





Sign Flashers 





WRITE NOW FOR BULLETINS 





The Electric Motor & Equipment Co. 


NEWARK, NEW JERSEY 
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Help Your Customers 
Solve the 


“Servant Problem” 








It will not cost you anything: 
It will b bring you Revenue 


and It will certainly y make 





you popular. as 








HE “1900” Washer and Wringer has three great advantages from 
the central station man’s viewpoint—it consumes current in the 
day-time; it popularizes electricity; and it costs nothing to sell. 

We do the selling for you. We ask nothing of you but the names of 

customers whom we may approach with our proposition. 

We will put this device on your circuits on thirty day’ s free trial. 
We have sold thousands of them that way—on trial. They give satisfaction. 
A woman who sees one in operation in a neighbor's home will immediately 
want to have her own home wired so that she can use one also. 

We will co-operate with you in a campaign to put out the “1900” 
Electrically driven washer and wringer in your community. You send us the 
names of your curtomers who can use the machines, and we will send them 
washers and give them one full month’s free trial. Write us to-day for 
complete particulars. 


NOTE THE LATEST FEATURE OF THE “1900”—The 


motor operates both the washer and the wringer, thus using a fair amount of 
current. Write us to-day for full particulars about our plan to put out the 


“1900” Washer in your city. 


The “1900” Washer Company, 


BINGHAMTON, N. Y. 
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The 
Holo- 


phane 
Arc 


A LITTLE LECTURE on ILLUMINATION 





Forget theory fora moment and look at this subject of Illumination with the same cold common 
sense you apply to other matters of daily life. 


When you buy clothes, for example, you consider style, fit, wearing quality and value. You’re 
not concerned with the tensile strength of the threads in the cloth nor the mean spherical wind resist- 
ance of the garment when buttoned up to the throat. What you ask is: ‘‘Does it look well? Does 
it fit? Will it keep me warm and wear well? Finally, is it good value ?’’ 

Now just such homely and practical considerations should guide the man who buys illumination 


—or sells it. The question is not one of abstruse calculations and an appeal to more or less vague 
theoretical formulae. It is one of shrewd, American common sense. 


Does this lighting unit look well ? 

Does it harmonize with its surroundings ? 

Will it give the illumination we want and where we want it? 

Finally, does it give value ? —is it efficient ? 

If you ask these questions about HOLOPHANE ARCS, the answer to all of them is, YES. 

HOLOPHANE ARCS are the most artistic large units available today. 

HOLOPHANE ARCS deliver their light in a useful direction. 

HOLOPHANE ARC, when equipped with high efficiency lamps — Gem or Tantalum — give 
much more useful illumination than any other unit of approximately equal current consumption. 


We have in press a new Bnlletinon HOLOPHANE ARCS which gives engineering data sub- 
stantiating the above statements. Sent free to all who ask. 





HOLOPHANE COMPANY 


NEW YORK 
Chicaga Philadelphia Boston San Francisco 
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THE 


BARR IRON 


STANDS ON ITS MERITS AS 


THE ONLY IRON THAT INVITES COMPARISONS 


We could talk to you ‘till doomsday about the 


Superiority of the 
BARR IRON 


and you might still doubt our word. But you can’t 
doubt your own tests—you can’t doubt the evidence 
of your own senses. So we will put the 


Barr Iron Proposition 


in this form: Buy one Iron and try it out in com- 
petition with any other iron on earth—or all 
other Irons. 





FOR 1908—ALL NEW, 


The Barr Iron 


STANDS ON ITS MERITS AS 


THE ONLY IRON THAT INVITES COMPARISONS 


THE W. J, BARR ELECTRIC MFG. CO, 


CLEVELAND, OHIO 




















Make 


Your Own Signs 
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Pat. Apr. 22, 1902, Nov. 6. 1906. 


Buy COLONIAL Porcelain 





Electric Sign Letters and As- 
semble Them Yourself 








No need to pay a big profit to sign makers 
for work an ordinary workman can do. 


Buy simply the letters. Assemble them 
in your own shop. You can sell the com 
plete sign at half the price charged for made- 
to-order kind. 


That means more business for you. Mer- 
chants hesitate to use electric signs because 
the first cost is high. With Colonial signs 
you reduce first cost to reasonable figures. 


Colonial Signs are Best, because: 


They are practical. 

They are waterproof and fireproof. 

They are attractive by day as well as by night. 
They are China, therefore permanent. 

They never need painting. 


Approved by National Board of Underwriters. 


Get our booklet and study this proposi- 
tion. It’s a business getter for any central 
station. 


THE COLONIAL SIGN & INSULATOR CO, 


GRANT ST., AKRON, OHIO. 
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RETRENCH! 











Use Standard Refilled Lamps and save 
one-third of the money you are now paying out 
for incandescents. No matter what price you pay, 


you cannot buy lamps that will burn any longer, 


or give any better service than STANDARD INCANDESCENTS. Have you 
read what the Electrical Testing Laboratories have to say on the refilled lamp 
question? The decision of the highest scientific authority in this country ought to 
convince you that to pay more for lamps than we charge is to waste money, Let us 


send you this important decision, and, if you wish, a few regular stock samples of 


Standard Lamps. 


Standard Electric Lamp Company, 





TE 


123 VAN BUREN ST., NEWARK, N. J. 











Get in Line for the HOLIDAY 
SIGN BUSINESS 








You can double your sign business during the 
Holidays if you make a Flat Rate proposition 


turning the current on and off witha 
ct RELIASLE 
on. TIME SWITCH 
Their statements will prove that t is rightly 
named—RELIABLE. 


Let Us Submit Evidence. 


THE BALLOU-HUTCHINS ELECTRIC COMPANY 


37 WEYBOSSET ST., 
PROVIDENCE, RHODE ISLAND. 








CENTRAL STATIONS 
INVESTIGATE 








A thoroughly reliable 
continuous flow IN- 
STANTANEOUS 
ELECTRIC WATER 
HEATER from which 
water at any temperature 
from cold to 200°F. can be 
drawn. Such a compact, 
sanitary and economical 
‘device is just the thing for 
f ; soda fountains, cafes, hotels, 
clubs, doctors, dentists, 
_ } hospitals, barber shops, 
; manicure parlors and the 
y* home. 





The only successful com- 
petitor of the gas heater which it surpasses in 
every way. 


H. C. K,. COMPANY 


30 GREENWICH AVE., NEW YORK 
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Here’s an Art Metal Electric 
Portable that you can sell your 





customers for 
— $12. = 
and Make Money. 


Note the beauty of the paneled art glass shade and the refined handsome 
standard. One of these lamps will harmonize with the most elegant surroundings. 


Get at least one in your display room before the holidays. There are several hundred 

















other beautiful creations at popular prices in our catalogue. Write now. 


The Goodwin & Kintz Co., 


Station I WC INSTED, CONN. 
















SIGNS THAT SELL 


HALLER SIGNS 


(INTERCHANGEABLE) 



















The new HALLER INTERCHANGEABLE is to-day the most successful 

sign on the market. It is made to sell and stay sold. It is made to meet the = 

requirements of present day demand. Hl 
Each letter is a separate panel; the panels fit by interlocking joints into a solid steel frame; the assembled oy ij 


sign has the exact appearance of a special made solid back-ground sign. 

For Sign Rental Business these signs give perfect satisfaction. We furnish them complete or can supply 
frames and letters as desired, to be assembled by customers. 

We have no cut-and-dried “proposition” for central stations but will make one specially to fit_your 
requirements and local conditions if you will write us. We rent these signs or will sell them with return or 
exchange privilege that makes the Free Sign proposition an attractive one for you to take up. Let us show you. 


HALLER compasy SIGN WORKS 


319 SO. CLINTON ST., CHICAGO, ILL. 
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SELLING ELECTRICITY ADVERTISERS 


Billy Baxter Talks Banner Betterness 


No. 2 
He EMBLEM op “You say, Banner Lamps are 
Better”; said Mr. Hardnut. 
“Other lamp salesmen say theirs 
are Best.” 





BANNER Ber TERNES “ The answer to that one is easy-- 
Banners are better than the other fellow’s best. 
Why? Look at the people we sell lamps to! 9 rail- 
roads, 11 of the biggest office buildings on earth, 
140 prominent manufacturing companies and 878 
other buyers. Are these people a bunch of easy 
marks? Do they fall to a line of warm vapor? Nix! 
The goods are what they want. When I go to sell 
them lamps they hand me a cork and ask for 
samples. They are not investing in conversation. They want lamps; lamps that 
last; that give satisfaction every minute they burn. Such lamps are labeled thus 
BANNER BETTERNESS.” 
THE BANNER ELECTRIC CoO.,, 


YOUNGSTOWN, (Write for Sample) OoOrHIO. 

















WAGNER ELECTRIC MFG. CO. 


MAIN OFFICE AND FACTORY 


ST. LOUIS, U.S. A. 








Mr. Central Station Man: 


This is a plea on our part, asking you to post yourself on our line. We cannot 
meet you every day, and tell you about new apparatus, but we can tell you about the 


new things if you write and ask for bulletins. 
Are you, for instance, thoroughly posted as regards the details of a Single or 
Polyphase Motor? Could you, Mr. Central Station Manager, tell the man in charge of 


your New Business Dept. just how a Single Phase Motor starts up ? Could you make 
this man understand the electrical action under starting conditions ? 








Our bulletins will play a very important part in the education of your force, if you 
will let them do so. We will gladly send them to you. 


District Offices in all the Principal Cities. 
SEE OUR EXHIBIT AT THE ELECTRICAL SHOW, CHICAGO, JAN. 13-25, 1908. 


























The switch is operated 
depend on clock spring. 





SELLING ELECTRICITY 


THE SORENSEN 





Automatic Time Switch 


“Lights 
On” 


Any Hour Desired 


Our TIME SWITCHES have been designed to meet the growing 
demand for a simple and reliable device to light and extinguish auto- 
matically the merchant’s show window lights or electric signs. 
by its own special spring and does not 
Anyone can operate our Switch. 
he clock is a reliable and accurate eight day movement. 


Write for Catalog 


P. SORENSEN 


Dunham Place 


BROOKLYN, N. Y. 

















Boston Incandescents Must 


Give Satisfaction 


Because we sell them strictly on trial, 
for less than you can buy new lamps, 
yet they’ve got to last as long. 

Order a trial case today. 


all the chances. 


Boston Incandescent Lamp Gompany 
DANVERS, MASS. 








We take 
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More Current 


This is the season of social 




















evenings—the very time to 
introduce the electric chafing 
dish to your customers. Every 
one in use means an increased 
Our booklet 
giving price lists of electric 
chafing dishes, spray coffee 


sale of current. 


urns, tea kettles, etc., is now 
ready for distribution to 
Central Stations and users of 
electricity in general. 


po seal 
SLE FLERICHAING? 


CAMBRIDGE, MASS. 
CHICAGO OFFICE MONADNOCK BLOCK. 
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Let Us Help You To Sell 


Lamps and Current. 
We'll furnish printed matter and electrotypes for 
your local newspaper advertising. 


Sample ALMOND FLEXO DESK LAMP 
Should be in Your Display Room 


T. R. ALMOND, MFG. CO. 


83 Washington Street 
BROOKLYN, N. Y. 


























KIMBLE-GREGORY 


Variable Speed Motors 


Alternating and Direct Current 
FOR PRINTING PRESS DRIVE 


No Belts--Friction Drive--No Resistance 
ANY NUMBER OF IMPRESSIONS PER HOUR 


A Money Maker for the Printer and a Business Getter for You 





Price Right Send for Booklet X 
WE MAKE FORGE BLOWERS TOO 
GUARANTEE ELECTRIC CO., Chicago, Ill. 








BUSINESS 
SLOWING 
DOWN? 


Then all the more reason for having 
the BEST argument with which to 
close contracts. 


To secure window-lighting contracts, 
the BEST argument is the 


X-Ray Helmet 


It gives the store-keeper maximum 
efficiency at minimum cost for current 
and installation. The old style, high- 
priced trough reflector won’t sell to-day, 
but if you get out and push the new 


X-Ray Helmet 


you will get the business. Write for 
particulars to-day. You need all the 
business you can get. 








THE NATIONAL X-RAY REFLECTOR CO, 


245 JACKSON BOULEVARD 
CHICAGO, ILLINOIS 
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Some of the Largest Buildings in New 
York are now Renewing their Contracts 
with us for Germania Lamps for Next Year 





We refer to our regular line of Germania Incandes- 
cents. The greater part of our growing factory in 
Newark is devoted to the manufacture of the well- 


known Germania. It hasagain and again proved itself 





the lamp for service. It is the lamp that makes the 


renewal orders certain. 


We are the oldest Independent Lamp Company and 





] maintain independent prices. This explains why we are 


able to make our lamps a little better in quality, a little 


lower in price. 





The Germania 


wie’ (Germania Electric Lamp Co. 


420 OGDEN STREET, NEWARK, N. J. 


AGENTS WANTED 
























WILL put up a string of Electric 
Signs in your town if you will give 
me the chance. No trouble or 

expense to you. Simply send mea 
list of your customers who ought to 
have Electric Signs in front of their 
places of business. I will sell them 
direct. Address me personally. 


J. L. RUSSELL 


American Electric Sign Company 
41 HIGH ST., BOSTON, MASS. 








THEN 
THERE 
IS 

THE 









Chapman Company 






97 Portland Street, Boston, Mass. 
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Why Push Turn Down Lamps? 


ECONOMICAL SALESTALK No. 2 








your service because it costs too much ? 


1° YOU find people are kicking on high bills? Are customers cutting off 





Every winter you have this same experience. 





The reason is plain—evenings are getting longer ; people use more light. 
But when you tell them that, they aren’t satishied—not convinced. 


What are you going to do about it ?—let them go back to gas? 
No! You are going to push 


Economical Turn Down Lamps 


You are going to show your customers how to economize sensibly. You are 
going to help them get their money’s worth. 







And while you are doing it, you are going to increase your own profits, 
because when customers use the Economical lamps, two or three Economicals 
consuming 8 or 9 watts each are left burning many hours where large 
lamps would be out entirely. It doesn’t take a cent from you; it adds to your 
income. You may not believe that at first, but it’s easy to prove—simply install 
two or three Economicals in the homes of a few customers and watch the bills. 
The bills will be the same or higher but the customers will be better satisfied. 

I could talk all day, and you might not believe that, so all I ask is—7RY /T. 
Order a few Economicals—a dozen, even. Put them in the homes of six 
customers to prove to yourself what I claim. 

Economical Turn Down Lamps make satisfied customers for you. 

Three styles—Turn Bulb, Pull String and Long Cord. 

Order a sample lot today. 


Economical Electric Lamp Company 
96 WARREN STREET, NEW YORK 



































“Took Before 
You Light” 


Look to this Bureau for advice on 
matters pertaining to the proper use 
of light. 


A faulty or inconsistent arrangement 
of acustomer’s light may not overcome 
his prejudice as to your sincerity and 
honesty of purpose. No Central Sta- 
tion can afford to take this risk. 


You gain a customer’s respect by tell- 
ing him that you have submitted his 
lighting problem to our Bureau for 
impartial consideration. You also help 
create favorable public opinion for 
your company. 


We have no manufacturers’ interests to 
further. One trial of our services will 
convince you. 


Bureau of Illuminating Engineering 


437 FIFTH AVENUE, NEW YORK 
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MERRY CHRISTMAS! 





Miller Portable will make Christmas Merry in any home. 
Nothing handsomer or more appropriate can be selected 

for a Christmas Gift. In these days when Holiday Shoppers are 
sorely taxed to find suitable presents to give to their friends and 
relatives, the Portable Lamp ought to prove your opportunity. 
Have you looked over the Miller Catalogue for suggestions? A 


well selected line of our portables in your display room now will 
sell and sell readily. 


Edward Miller & Company 


MERIDEN, CONN. 
























































Let me tell you, Mr. Central 
Station Man, that youdon’t want 
to overlook the Sterling Special. 





I know that free renewals of 4, 8 and 32 candle power lamps would 
help business in your territory. 

If you buy Sterling Special Lamps you can give such renewals and 
still enjoy the same percentage of profit that you get from 
the Sixteens. 

This is because we are the only lamp manufacturers in the country 
who are making the odd candle power incandescents so that 
they will consume the same amount of current in proportion 
to their cost as the Sixteens. 

It’s allastraight business proposition—a question of building lamps 
to fit the conditions in the Central Station field. Will you 
give me the opportunity to tell you personally? 


The Sterling Electric Mfg. Co. 
Warren, Ohio. 


Open aLedger Account With Your Meters 





Debit them with Inspection, Repairs, Losses Due to Inaccuracy, Time Wasted in 
Calculating Odd Constants, ete. 


Credit them with Interest on the DIFFERENCE between the price you paid for 
them and the price at which you could buy Fort Wayne TYPE K METERS. 


Perhaps you saved two or three dollars on each of your “bargain” meters. 


For TYPE K METERS require the minimum of Inspection and Repairs. Even 
under extreme conditions of service they register accurately and continuously ALL of the 
current that passes through them. They are ABSOLUTELY dust and insect-proof, so 
there is no slow down due to these causes. There are no constants to bother with except 
on extremely large capacities, so no time is lost in calculating and no errors can creep in. 


In short, Fort Wayne TYPE K METERS are perfect PRACTICAL meters, 
designed and built for PRACTICAL service. They interest the PRACTICAL 


manager. Does that mean you ? 


Get Bulletin 1053 today, so you will have it at hand when you want more meters. 





Fort Wayne Electric Works, 


“WOOD” SYSTEMS 


FORT WAYNE, IND. 








